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BUSINESS PRACTICES WILL BE UNDER CONSTANT 


SURVEILLANCE during the four (or eight) years 
of the Kennedy administration. The pattern al- 
ready has been set. Congress and executive agen- 
cies sueh as the Justice Department and the Fed- 
eral Trade Commission are planning inquiries 
into industry price structures and how they 
are set. 

This is normal Democratic procedure; it does 
not signify any unusual anti-business bias on the 
part of the Kennedy administration. As a mat- 
ter of fact, it is an extension of the antitrust 
and anti-monopoly work pressed so vigorously 
by the Eisenhower administration. 

The FTC, of course, already is deeply involved 
in the alleged illegal pricing and advertising ac- 
tivities of appliance retailers and wholesalers. 
A stepup in this activity is almost certain to come 
as Paul Rand Dixon, former chief counsel of 
Senator Kefauver’s antitrust and monopoly 
subcommittee, takes over the post of commis- 
sion chairman. 

Just last week, the FTC mailed questionnaires 
to 213 of the nation’s leading department stores 
seeking to determine whether they have received 
illegal favoritism in advertising and other allow- 
ances from their suppliers of wearing apparel. 
Reports are due back in 45 days. 

At about the same time, Kefauver sent letters 
to all the electrical equipment producers involved 
in the recent Philadelphia court case. He wants 
the names, status, etc., of management people 
in all departments of the various corporations 
named in the Philadelphia indictments. 

If Kefauver gets his list (his letter was in the 
form of a request, not a subpoena), he plans fur- 
ther hearings as part of his continuing series of 
inquiries into administered prices. 

Chiefly he wants to determine: (1) responsi- 
bility of top management for price fixing; (2) 
if price fixing still is going on; (3) how the al- 
leged conspiracies work and who took part in 
them; and (4) how prevalent the conspiracies 
are. & 


ENCOURAGEMENT OF PRIVATE ANTITRUST SUITS to 


make it easier for small businessmen to collect 
damages is one of the major goals set by Lee 
Loevinger, new chief of the Justice Department’s 
antitrust division. He says he will investigate 
methods under which small businessmen may be 
able to initiate antitrust actions on their own 
without worrying about the normal huge ex- 
penses. 

Loevinger also believes there may be times 
when mergers of small firms actually will im- 
prove competition. For this reason, he says, each 
merger case will get personal inspection and be 
judged on its own merits. He is thoroughly fa- 
miliar with the problems of the small business- 


man. « 
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How Goes Their 


Last week EM WEEK talked to five 
retailers who are battling—or re- 
cently have battled—with the Fed- 
eral Trade Commission. Their cases 
are important to all dealers—win or 
lose: Why? Because out of these 
incidents—and others like them still 
to come—will come definitions, clari- 
fications and perhaps even compro- 
mises of FTC’s position on such 
things as price advertising, guaran- 
tee advertising and other appliance 
industry practices, now covered in 
general terms by FTC guides. 


GEORGE'S WAREHOUSE SUPERMARTS 

Caught going and coming by the 
FTC, George Wasserman, president 
of the mammoth Washington, D. C., 
discount operation threw up his 
hands. “I can’t fight the U. S. govern- 
ment. Why don’t they pick on some- 
body their own size? They’re out to 
make an example of me.” 

Here’s why Wasserman felt perse- 
cuted: Not only is George’s presently 
charged with listing ‘“‘fictitiously 
high retail prices in advertising,” in 
a case now pending before FTC ex- 
aminers, but both the company and 
Wasserman have been slapped with 
$45,000 civil suits, which charge that 
George’s violated a 1953 consent 
order. 


How does Wasserman feel about the 
charges? Much the same as other re- 
tailers who have been accused of 
misleading advertising. “Sure we 
use list prices. So do manufacturers. 
We need to use them for identifica- 
tion. Customers remember list. Not 
model numbers.” 

Wasserman doubted that FTC and 
the appliance industry would ever 
get together on an advertising plan 
acceptable to both. In fact, he said, 
FTC didn’t want to be specific. 


S. KLEIN ON THE SQUARE 

Still embroiled in a_ turtle-slow 
case before FTC examiners, this 
New York department store is trying 
to show that the commission went 
too far when it ruled that retailers 
who advertise in newspapers with 
interstate circulation are engaged in 
interstate commerce. That would 
mean that almost every dealer in the 
country is in interstate commerce 
and, therefore, directly under FTC’s 
thumb (EM WEEK, Dec. 5, 1960, p. 3). 


TODD'S 

Feeling somewhat like an industry 
goat, this Washington, D. C., dis- 
count operation has chosen to be 
noble. “We still insist it’s our privi- 
lege to use manufacturer-distributor 
list price in our advertising,” stoutly 
maintained Buddy Goldman, ad man- 
ager, who’s handling Todd’s FTC file. 

This isn’t Todd’s—or Goldman’s— 
maiden voyage into the FTC sea of 
suits. In fact the chain was one of 
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Stereo: Which 
Units Sell Best 


CONTINUED FROM PAGE 1 

There’s a small revolution going 
on today in the stereo phonograph 
business. You won’t see any shoot- 
ing in the streets, but the tide of 
change is there. To keep you abreast 
of recent shifts, EM WEEK checked 
national distributor sales based on 
Electronic Industries Assn. figures 
for 1960 and came up with freshly 
emerging trends to guide buying. 

Here are three that will strike 
you immediately: 
e@ Today, you'll find a third of the 
total phonograph volume concentrat- 
ed in just three categories: (1) ste- 
reo portables priced from $60 to 
$100; (2) consoles under $300 and 
(3) combinations selling for less 
than $300. 
e@ The two-piece (or more) stereo 
business is fading fast. 
@ Monaural’s share of the market 
is drying up. 


Here’s something else to consider. 
While the stereo business was show- 
ing gains along the entire front last 
year, there were important losses 
in two categories. 


The most important casualty—Two- 
piece stereo equipment. In 1959, 
this category rolled up more than 


900,000 sales for distributors in 
portables, tables, consoles and com- 
binations while the industry sought 
the best way to manufacture stereo. 
But last year the total was off by 
almost 400,000 pieces while the in- 
dustry pressed to clear out the odd- 
ball equipment it had been produc- 
ing since the first frantic scramble. 

The irony is obvious. If this trend 
continues—and there’s no reason to 
believe it won’t—the industry is well 
on its way back to the simplicity 
of the old monophonic package. 





A dramatic cutback in monaural 
phonos showed up in the 1960 fig- 
ures, too. At retail last year, mono- 
phonic equipment represented 27% 
of the sales in a 4.5 million year. 
Compare that to 1959 when mon- 
aural grabbed 40.3% _ of the total 
sales in a 4.3 million year at retail. 

Right now the bulk of the mono- 
phonic business is being done in the 
kiddie area by portable phonographs 
selling for less than $50. 


Will monaural disappear? Probably 
not. Because of the added costs of 
turning out stereo units, manufac- 
turers can go just so far down the 
line with it. Right now, stereo starts 
at around $60. 


Where stereo’s blooming is the $150 
to $300 area in both consoles and 
combinations and from $60 to $100 
in portables. 


ELECTRICAL MERCHANDISING WEEK 











Fight With FTC? 


the first—Goldman says _ probably 
THE first—to be slapped with a 
misleading advertising complaint in 
1959, the year the guide was put 
out. At that time, Todd’s signed a 
consent order agreeing to certain 
things, among them not to run in- 
correct manufacturers’ list prices. 
FTC approved the consent order. 
And, Goldman holds, implicit in that 
approval was FTC’s agreement that 
Todd’s could use correct list prices. 
Now FTC says no list prices at all. 
And Todd’s is fighting that stand. 


LECHMERE SALES 

If ever a man had the right to 
shrug and ask, “So what does it get 
you?” it’s Maurice Cohen, president 
of this Cambridge, Mass., appliance 
store. He tried to get FTC to rule on 
his “manufacturer’s suggested list 
price” (MSRP) program, which he 
saw as a solution to the industry’s 
fight with FTC. But all it brought 
him was trouble. 





GEORGE WASSERMAN 


Cohen’s contention: Dealers need to 
put MSRP in their ads because con- 
sumers, by long habit, have been 
using MSRP as a guide for product 
identification. What’s more, manu- 
facturers use it to indicate the value 
they think their products have. 

But when Lechmere asked for a 
ruling, FTC said it didn’t see any 
dispute and, therefore, didn’t think 
there was anything to rule on. In- 
stead, the commission asked Lech- 
mere to stop using MSRP in its ads. 

Explaining his reaction, Cohen 
said: “We decided to keep our ad- 
vertising in line with the thinking 
of the FTC staff. But that is in no 
way an admission or acquiescence 
that the staff is correct in the posi- 
tion it has taken.” 


WARDS 

Sam Wurtzel, who heads up this 
Richmond, Va., appliance chain, is 
another dealer who decided you can’t 
fight City Hall. Wards was never in 
an official fight with FTC. “They 
wrote us a letter and we wrote back,” 
Wurtzell understated. Upshot of the 
correspondence: “We agreed not to 
use comparatives.” 

But Wurtzel went on to bring up 
a key dealer gripe: “The whole thing 
is kind of silly, this hitting. at deal-° 
ers. The matter belongs with manu- 
facturers. What’s the manufacturer 
using list price for if it’s illegal? 
Look’s like FTC’s scared to tackle 
them.” 


THERE ARE STILL QUESTIONS 

Though these five retailers have 
asked FTC to clear the air on cer- 
tain appliance industry practices, 
the haze is still there. General com- 
plaint: FTC guides, designed to help 
dealers understand what they can 
and can’t do, are too general. 





Stereo portables listing for less than 
$100 increased their share of the 
market from 13.5% in 1959 to 
17.5% in 1960. And most of that 
business—more than half—was done 
in the $70 to $100 category. A few 
manufacturers did find a comfort- 
able niche at the high end of the 
stereo portable business—selling 
suitease-size units for more than 
$150. 


In the console business, new battle 
lines are being drawn. While volume 
went up last year, prices were going 
down. Net result: The industry was 
moving more for less. And today 
you'll find the volume end of the con- 
sole business in the $150 to $300 
category. 

Zenith Sales Corp. President 
Leonard C. Truesdell, who claims a 
good chunk of the high-end business 
for his company, tipped. off this 
trend in January when he told EM 
WEEK that Zenith was going to shoot 
for a bigger share of the business 
under $300. 

At the same time, General Electric 
shook the industry by introducing 
its all-wood console with a $159.95 
suggested list. This unit is even 
cheaper than G-E’s own high-end 
portable. 

The implications are clear: Here’s 
where you'll find the business today. 
Last year’s figures back up this 


trend. In 1960, consoles selling for 
less than $300 represented 11.5% of 
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total distributor sales, up from 7.4% 
of the mix in 1959. More consoles 
were sold last year in the $200 to 
$300 bracket than in any other cate- 
gory. Only units moving for less than 
$200 came close. 


The combination business is surging 
ahead. The figures here make some 
of the best reading in the entire in- 
dustry. In the overall picture, combos 
are actually growing a little faster 
than consoles, although this market 
still is not so large as the console’s. 

While consoles going for more 
than $300 actually showed little more 
than an 8,000-unit increase in 1960 
over 1959’s record, high-end combos 
were chalking up some splashy—and 
profitable—gains. Volume in combos 
selling for more than $300 topped 
1959’s totals last year by more than 
130,000 units. 

Combos selling for less than $300 
—still the biggest chunk of that 
market—increased their share of the 
mix from 2.7% in 1959 to an even 
healthier 4.3% last year. 


The outlook for more growth in com- 
binations is good. Big factor behind 
the current boom, of course, is grow- 
ing public acceptance of FM radio 
as a source of good music. You can 
expect FM to keep growing and 
manufacturers anticipate a real lift 
when FM multiplex standards finally 
are set by the Federal Communica- 
tions Commission. 
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/MARKET REPORTS 


NORTHEAST .. . SUBURBAN CON- 
NECTICUT—February’s not-so- 
gentle hand put a blanket of snow on 
the ground and a wet blanket on ap- 
pliance sales. And unemployment in 
many areas of the state further 
chilled consumer interest in large 
purchases. 

Dave Contessa at General Appli- 
ance Co. in Norwalk summed up 
business in a word: “Terrible.” 
Stereo, he said, died entirely right 
after Christmas and hasn’t come 
back yet. And white goods were way 
off. “People,” he said, “just aren’t 
out. And we’ve been promoting more 
than in the past.” 

At Glazer’s in Ansonia, Charlie 
Lubin said that business was slow, 
largely because of the town’s high 
unemployment. But electronics have 
been good, mostly combo units. Re- 
frigerators and washers have been 
top sellers in a slow white goods 
time. 

“We’re ahead on TV, but only be- 
cause we’ve been promoting,” said 
Jack Helversen of Helversen’s TV 
and Appliance in Meriden. “It’s the 
only time we sell. If we don’t pro- 
mote next week, we won’t sell.” 
Stereo was up 100% in January 
from 1960’s January’s figures, but 
February wasn’t as good. Effects of 
promoting: “We’re getting a higher 
number of closings on first trips,” 
said Helversen. 

Craig Greenwich Electric in 
Greenwich had good figures until the 
middle of January. But business was 
way down from last year. Buying 
patterns in this plush, high-income 
area were just the reverse of the 
rest of the areas checked: TV and 
stereo were dead, but white goods 
were selling. “Most of our customers 
are in Florida right now,” said John 
Bullard. 

John Mascolo, of Mascolo’s in 
Derby, which has a large builder 
business, reported that home buy- 
ing and building were way off. Wir- 
ing and repairs also were off. “I 
don’t see much future in the build- 
ing game,” he said. “People are skep- 
tical about buying houses. They 
can’t sell them around here.” 


EAST .. . PITTSBURGH—There’s 
been only slight improvement here 
in the month which traditionally is 
the harbinger of spring—and re- 
tailing optimism. Since the weather 
has brightened, sales have inched 
slowly upward and some dealers and 
distributors were “cautiously opti- 
mistic.” 

“We just don’t know yet,” said an 
official of a major department store, 
“whether there’s reason to be opti- 
mistic. Sales across the board are 
picking up a bit, especially in Easter 
goods. But there’s no pep in the ap- 
pliance business.” 

The sales manager of Westing- 
house Appliance Sales, distributor 
of majors, reports a “slow but de- 
finite upswing,” requiring more 
sales effort and planning, but never- 
theless real. Dealers who are pro- 
moting and pursuing sales are be- 
ginning to sell again, he said. And 


naturally, they’re happier because 
of it. 
SOUTH .. . MIAMI—There was a 


hint of optimism, particularly among 
dealers who were pushing hard, that 
business was picking up. 

“T think it’s a general trend right 


now,” said dealer John Hamlin. He 
attributed it to the fact that “people 
have a little more confidence” rather 
than to his recent promotion. “But 
I have my inventories down as low 
as I can operate,” he added. 

Collins Appliances, exclusively 
Frigidaire, reported two of its four 
stores doing fairly well. 

However, the majority of retailers 
were not yet willing to subscribe to 
the theory of an upward trend. 

Frank Weldon of Budget Hard- 
ware in North Miami Beach matter- 
of-factly stated that business was 
slow. The customer, he contended, 
still isn’t buying big-ticket items. 
As proof of this, the retailer’s house- 
wares section has been considerably 
ahead of last year. 

The pickup in business increases 
in proportion to the distance from 
Miami, according to Norwood Levine 
of Southern States Distributors 
(Admiral). ‘“We’re doing well north 
of here, so I hope it creeps down to 
Miami soon!” 

Many independent dealers looked 
forward to last week’s color televi- 
sion promotion. The mid-February 
all-day rainbow event didn’t end in 
a pot of gold for any of them. Only 
a department store and the 10-outlet 
Jefferson Stores discount appliance 
chain had sales success. 

Smaller dealers’ complaints were: 
Lack of advance buildup, miserable 
morning color programming, ab- 
sence of color telecasting from 7 to 
8:30 p.m. A number of these retail- 
ers sell a set a week—others average 
one a month. 

Stanley Glaser of Sea Coast Ap- 
pliance Distributors said, ‘People 
don’t break down doors to buy an 
$800 item of anything.” 


SOUTHWEST. . . DALLAS—It’s not 
spring fever. Dealers here have been 
experiencing a gradual, but heart- 
warming, increase in overall appli- 
ance sales. Their cash register re- 
ceipts prove it. 

Explaining the unusual but pleas- 
ant state of business, Tom Jones, 
manager of Circle W Appliance, 
said, “I think people are tired of 
hearing the sob sisters sing a song 
of woe. The entire economy of this 
country is based on faith and our 
customers are showing it. We 
showed a healthy net profit last 
month and it looks like March might 
be better.” 

Manager Mack Hill at the Boyd’s 
Good Housekeeping Shops comment- 
ed, “We’ve been too busy compiling 
last year’s figures to have any real 
data, but business has picked up 
the past couple of weeks. 

“Activity in air conditioners is 
also very evident. Best sellers here 
are the 714-amp, 8,000-Btu 1- and 
1144-ton units. We look forward to 
stepping into spring.” 

A new gimmick in Dallas—free li- 
cense plates with the purchase of a 
major G-E appliance—paid off with 
increased sales for the Goodyear 
Service Stores, according to Weldon 
Ramsey, manager. 

Even ranges, still considered dead, 
showed slight signs of new life. 
Stanley Greenstein, assistant man- 
ager of Oak Lawn Home Appliance, 
said the “upper end of Tappan 
range is moving slowly off the floor.” 

R. L. Watson, owner of the R. L. 
Watson Co., predicted that he will 
“watch business get better.” 


EM WEEK 
LOOKS 





AHEAD 
IN THE NEWS 


SIGNS OF AN UPTURN were posted last week by both 


Commerce Secretary Hodges and Marplan, a re- 
spected market research firm. Marplan noted 
that half of eight downturn indicators had al- 
ready reversed direction. Hodges said the reces- 
sion has hit bottom. As for February retail sales, 
his department reported 1% gain over January 
but 2% drop compared to February, 1960. . 


JAPAN TV PRODUCTION: 300,801 units, up 11% over 


January, 1960; radio production, 1,050,463, up 
6%, Japan Electronic Industries Assn. told Mc- 
Graw-Hill World News, Tokyo. For year, TV 
output was 3,605,857, up 11.5% from 1959; 
radio rose to 13,043,746 units, up 26.1% over 
1959. How much came here? See EM WEEK, 
Feb. 27, page 8. ® 


NEW PRODUCT SEEDS may be planted this week as 


70,000 electronic experts swarm to Institute of 
Radio Engineers convention (54 technical ses- 
sions, 265 papers, four days) and show (Colise- 
um, 850 exhibitors, 25,000 parts and pieces of 
apparatus) in New York this week. News for 
home electronics could come from three sessions: 
#20, magnetic recording, Tuesday; #24, seven 
papers describing new energy sources, also Tues- 
day ; #26, educational TV, Wednesday. Sylvania 
has already shot down possibility that its discus- 
sion of new fiat screen device might be break- 
through to on-wall-TV: “It would be premature 
to speculate now on specific applications...” = 


DEPARTMENT STORE EXECS IN NEW YORK for National 


Retail Merchants’ Assn. events: A briefing on 
microwave communications in retailing last 
week, and a home furnishings conference on 
merchandising March 22 and 23. Talks on im- 
ports, private labels, trade-ins, selling and more, 
plus an RCA color TV talk and one from West- 
inghouse on things to come. Interested? Call 
NRMA, 100 W. 31st St., N.Y. Costs $15. a 


DATEBOOK: All roads lead to Florida thisspring.GAMA, 


AHLMA and NEMA’s consumer products divi- 
sion will have back-to-back meetings at Boca 
Raton. Dates: GAMA, April 13-15; AHLMA, 
April 16-18; NEMA, April 20-22. Taking the 
Miami route are three brown-goods manufac- 
urers: RCA distributors, May 22-25, Fontaine- 
bleau (May 15-18 in Las Vegas) ; Sylvania dis- 
tributors, May 23-25, next door at the Eden 
Roe; Zenith distributors, June 4, Diplomat, 
Hollywood, Fla. Admiral distributors will be in 
Las Vegas from mid-May to early June. 

For stay-at-homes, the National Premium 
Buyers Exposition: Chicago, April 10-13. * 


TV MAKERS COULD NOT AGREE in Washington last 
week. Industry-wide “Buy TV” push was killed, 
brown goods ad code of ethics postponed. * 











Admiral shows 10 new TVs... 




















. and “‘smallest all-U.S.”’ six. 


Admiral Opens ’62 TV Race 


. with a seven-portable and three- 
consolette all 19-inch line starting at 
$169 for the P901 (not pictured )— 
or $10 above the floor set by indus- 
try TV drop-ins at the recent Janu- 
ary Markets. Console models won’t 
be shown till May. 

Heavily laced with remote control 
(three portables, one consolette have 
Son-R), it is the first line to feature 
the new G-E compactron 6K11 mul- 
ti-function vacuum receiving tube 
(EM WEEK, July 4, 1960, page 8). 

Admiral copy plays liberally on 
the compactron, claiming for it 40% 
cooler operation than “ordinary” 
tubes, longer life and greater de- 


pendability than is normal in the 
three conventional vacuum tubes it 
will be replacing in Admiral’s cir- 
cuitry. 


In radio, Admiral continues its All- 
American theme with an eight-model 
line starting at $24.95 for a six- 
transistor (plus two diodes) Golden 
Eagle shirt-pocket portable, above. 
Admiral claims its 9-volt battery de- 
velops 250 milliwatts of power and 
will advertise it as the “smallest 
American” set and world’s most 
powerful for its size (334 inches 
high, 2-7/16 inches wide, 1 inch 
thick). 





Does Importing Cost Jobs? 
The Controversy Boils On 


Some leaders of labor and manage- 
ment in the electronics industry 
found themselves unaccustomedly al- 
lied last week. Aim of the unusual 
entente: Reducing imports (particu- 
larly those from Japan) at a time 
when unemployment hangs smog-like 
over many of the nation’s industrial 
areas. 

After lunch at their spring con- 
ference in Washington Thursday, 
members of the Electronics Industry 
Assn. digested news that protection 
from imports would be hard to get. 
Bearer of the discouraging tidings 
was Horace B. McCoy, president of 
the Trade Relations Council, a lobby- 
ing organization supported by EIA. 
He rapped “contradictory” policies 
of the Kennedy administration— 
opening up the U. S. as a free mar- 
ket while battling unemployment 
at home. 


And McCoy had another warning. “We 
will hear more special pleadings by 
an increasing number of countries 
for a larger share of the U.S. mar- 
ket,” he predicted. “These efforts 
will be well-financed and aggressive- 
ly promoted.” 

McCoy complained that the admin- 
istration spends more for foreign 
aid and U.S. manufacturers can’t 
keep up by increasing efficiency and 
production. 
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Would the administration help? Not 
with the restrictions some industry 
and labor chiefs are seeking, McCoy 
said. In fact, he went on, the indus- 
try had better start worrying about 
the expiration of the Trade Agree- 
ments Act in June, 1962. Before that 
date, McCoy expects the administra- 
tion to propose elimination of some 
or all import duties. 


Against a background of dwindling 
U. S. gold reserves, Commerce Secre- 
tary Luther H. Hodges earlier had 
temporarily headed off a move by 
industry’s ally, labor, to halt im- 
ports. 

Hodges met with M. F. Darling, 
president of Chicago Local 1031, 
International Brotherhood of Elec- 
trical Workers, and persuaded him 
to postpone for 90 days a boycott on 
handling foreign-made_ electronics 
parts set for May 1 (EM WEEK, 
March 6, page 8). Darling contended 
imports from low-wage areas cost 
thousands of his members their jobs. 
Hodges said a “concerned” adminis- 
tration would seek an “equitable so- 
lution” with Darling during the 
breathing period. 

But not all the industry was of 
one mind. Imports don’t steal jobs, 
said Motorola’s Robert W. Galvin in 
Chicago. “We import from Japan, 
but we export more than we import.” 









ADMIRAL TV...FIRST WITH THE COMPACTRON' 
DEVICE...THE GREATEST COMBINATION OF 
PLUS-PERFORMANCE AND RELIABILITY 

EVER ACHIEVED (See more on page 71) 


COMPACTRON ft devices take the place of tubes provide greater sensitivity than transistors * In 
and transistors * give you a distinct sales advan- performance and reliability you and your cus- 
tage in ADMIRAL TV * on the market soon* tomers will see and hear and enjoy the difference 
COMPACTRONS require less space than minias COMPACTRONS make * COMPACTRON: an 


ture tubes * can deliver higher power output and example of American Leadership In Electronics. 


+ T. M. of device mfr. 
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SPRING CLEANING: 


It Ain’t What It Used To Be 


Women still scrub, wax and polish 
their floors and clean their rugs, but 
they’re not using much muscle 
power. Instead they’re doing the 
spring cleaning with high-ticketed 
electrical appliances. 

Retailers claim that each year it 
gets easier to convince women that 
they should liberate themselves from 
the drudgery of spring cleaning and 
that extra money that they spend 
for vacs, scrubber-polishers and 
floor washer-dryers actually repre- 
sents a savings in time and effort. 

They’re still selling a lot of the 
venerable muscle-powered cleaning 
tools, but most of them are sold in 
supers and variety chains. They’re 
carried only for traffic and cus- 
tomer convenience in department, 
appliance and hardware-housewares 
stores where the emphasis is strict- 
ly on selling up to the electrics. 

In the next three months—the 
biggest in cleaning appliances short 
of Christmas—retailers will be 
pushing vacs, polishers and wet 
pickups. Here’s a picture of what 
has been happening in this indus- 
try: 


Polishers have been hot. They’ve been 
breaking sales records every year 
since 1950 and last year was no 
exception—the industry sold 1.04 
million units. And nobody in the in- 
dustry expects this year’s sales will 
be less than 1.5 million. 

But competition is hot and get- 
ting hotter. Three manufacturers— 
Singer, Eureka-Williams and Red 
Devil Tool—entered completely new 


lines in the polisher derby last year. 
And Sunbeam and Westinghouse ex- 
panded their twin-brush lines by 
adding single-brush polishers. 

Twin-brush models still get the 
lion’s share of the market, but Sun- 
beam and Westinghouse are pushing 
their single-brush models and Eure- 
ka-Williams is betting heavily that 
four brushes will catch fire. 

And competition is getting hot- 
ter at retail, too. The average pol- 
isher selling price dropped to $35 
last year; it was $39 in 1959. Re- 
tailers look for this year’s average 
price to be around $29 because of 
heavier retail promotional activity. 

Polisher prices start (suggested 
list) at $25.88 for the basic unit 
equipped with a set of all-purpose 
brushes, felt buffing pads and a rug- 
cleaning attachment. The high-ticket, 
chrome-plated units carry $69.95 
tags and include all the stepups— 
automatic liquid dispensers, separ- 
ate scrubbing, waxing and polish- 
ing brushes, lamb’s wool buffing 
pads, and a rug-cleaning attachment. 


Vac sales slipped a little last year— 
3.35 million units compared with 
3.42 million in 1959—but nobody in 
the industry is worried; they’ve 
sold well over 3 million units every 
year since 1955. 

Canister cleaners last year ac- 
counted for 41.1% of the vac busi- 
ness, tank-types got 34.6%, and up- 
rights took 24.3%. Upright sales 
leveled off after growing steadily 
through 1959. Now canisters—on a 
sales plateau until 1959—have started 


to climb. The feeling in the industry 
is that canisters owe their sales re- 
vival to the introduction of turbo and 
motor-driven heads. These innova- 
tions, the industry claims, increase 
the canister’s surface cleaning abil- 
ity—making it more competitive with 
uprights—while retaining its flexi- 
bility. 

There are no accurate figures 
available for sweep-type vac sales, 
but the best estimates indicate that 
about 300,000 of these units were 
sold last year. On the market for 
a number of years, sweep-type clean- 
ers never did much until about two 
years ago. Now that the consumer 
is recognizing the need for a quick 
pickup, easy storing and lightweight 
vac, more manufacturers are getting 
into the business. In the last two 
years, Shetland, Bissell, Troy, Port- 
A-Vac and Hamilton-Beach have 
joined Regina in the sweep-type vac 
market. Predictions are that sales 
will be higher this year. 

Vac prices were fairly steady last 
year. Though there was some foot- 
balling, the trend to selling up grew 
and the average selling price rose 
with it. Canister lists started at 
$29.95 and stepped up to $124.50; 
most of the sales (24.7%) were in 
the $50 to $74.99 range. Uprights 
started higher—$49.95 to $169.95. 
The average selling price in 1960 was 
$69. There are no industry figures 
available for tank-type sales because 
most of them are sold door-to-door 
direct to the consumer. 


“The year’s best possibility,’’ is how 








































retailers describe floor washer-dry- 
ers. But there are no accurate fig- 
ures on last year’s sales and manu- 
facturers are silent about next year. 
They claim that consumers haven’t 
really been educated on wet pickups 





A little girl dreams of summertime and cookouts as 
she wistfully gazes on a model figure of today’s sub- 
urban father. The setting is Macy’s New York, where 
the store has set up an outdoor living scene. 





Are Big Store Branches| 


In the opinion of housewares fac- 
tory salesmen who travel the ever- 
expanding branch store circuit, the 
answer is yes. 

They believe that the branch op- 
erations are being jeopardized and 
that factories and branches are los- 
ing thousands of dollars because of 
a lack of communications between 
the home stores and their branch 
outlets. The biggest problem, sales- 
men find, is keeping housewares 
stocks on the shelves. 


Who's minding the store? Salesmen 
very often serve as branch store 
clerks by taking inventory and re- 
porting figures back to the home 
stores. By visiting the outlets as 
often as possible a factory salesman 
may succeed in keeping his products 
on the shelf. But salesmen who fall 
behind in their visits, or who don’t 
have time to take stock often find 
their items missing from the branch 
shelves. 


Who's to blame? Salesmen place the 
blame squarely on the shoulders of 
the home store buyers. Except in 
rare instances, most branch buying 
is done by the home store. If a 
branch store manager wants to re- 
plenish his stocks, he first must send 
a requisition to the home store. 

If and when the order is approved, 
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it is then sent on to the factory. 
Since many of the branches, par- 
ticularly the older ones, do not have 
adequate facilities or space for re- 
ceiving and marking housewares, the 
goods are sent to the home store 
warehouse, where they then trickle 
down to the branches, often taking 
as much as three weeks after ship- 
ping from the factory before goods 
find their way to the shelves. 

Many times branch orders are held 
back at the home store. A factory 
salesman offered this explanation: 

“Sometimes a buyer has used up 
his open-to-buy, or his open-to-buy 
covers only the home store’s needs. 
The branches, in many cases, are 
then treated like step-sisters by the 
buyer.” 

Why aren’t goods shipped direct 
to the branches? Some are. These 
are, in the main, basic items or price- 
maintained housewares. But because 
many housewares products, particu- 
larly electrics, are price-cut, they 
can’t be pre-ticketed at the factory. 
Department store management feels 
that because of space and personnel 
limitations in the branches the home 
store can best handle this. As a re- 
sult all competitively priced house- 
wares are shipped to the home stores 
for marking. 

Even with housewares already on 
the shelf, branch managers and sales- 





Old-style scrub pail meets a new G-E 
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floor washer vac attachment at one of Korvette’s New York stores. 


and that sales won’t really get off 
the ground until they are. And after 
watching one of their fellows invest 
a lot of money in ad campaigns that 
didn’t work, manufacturers. hesitate 
to invest in big ad programs. One 


men pointed out, it sometimes takes 
days for a branch to get authoriza- 
tion from the home store to change 
prices in order to meet local compe- 
tition. This delay often results in lost 
sales. By comparison, it was noted 
that the home store can change prices 
the same day there are price fluctua- 
tions in competing stores. 

Generally salesmen feel that the 
home store buyer is too busy with 
overall buying duties to find the 
time to acquaint himself with the 
merchandising peculiarities of his 
branches. One department store buyer 
turned factory salesmen said the 
branches of the store he formerly 
worked for could improve their vol- 
ume by one-third if the buyer were 
able to concentrate on the branches. 

Home store buyers, in defense, 
say that branch store managers, in 
many cases, are not doing an ade- 
quate job. They admit frankly that 
many department managers are noth- 
ing more than glorified stock clerks 
who know little about merchandising. 

“Why is it when I go out to the 
branches, business improves the next 
week ?”’ one home store buyer asked. 


Give branches more autonomy? Some 
salesmen say this may be the an- 
swer. Give the department manager 
authority to buy merchandise. They 
point out that because home store 
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manufacturer told EM WEEK that his 
company is trying to find the right 
combination of words and ideas that 
will motivate women to buy floor 
washer-dryers. Until they get it, he 
said, they don’t plan anything big. 


Going Out On A Limb? 


buyers have only infrequent personal 
contact with their branches, these 
outlets often are forced to carry 
goods that don’t sell well in their 
areas, simply because the home 
stores do a good job with them. On 
the other hand, merchandise which 
moves better in the branches is often 
overlooked by the home store buyers. 

The idea of giving buying respon- 
sibilities to branch managers is re- 
jected by most home store buyers. 
They point out it would not be eco- 
nomical since many savings that. re- 
sult from bulk buying would be lost. 
They also point out that buying from 
many sources would cause confusion 
and destroy the store’s product 
image. 

“There has to be a certain amount 
of product uniformity. Can you im- 
agine what would happen if we al- 
lowed each of our branches to order 
on their own?” one buyer commented. 

Some stores are making headway 
in improving communications with 
their branches. At a number of them, 
managers are being given more free- 
dom in ordering fill-ins. Several 
stores have appointed coordinators 


who act as liaison between the home. 


store and its branches. Some home 
store buyers are getting out to the 
branches more often, and branch 
managers are reporting to the home 
store more frequently. 
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GOT A HANGOVER? TRY AN IONIC TONIC. The Schram- 


WHO’S REALLY THE BIGGEST AND OLDEST?*T wo lawn 


ATOMIC GARDENING IS HERE. The new Spiegel catalog 


EM WEEK 





EVEN THE PAINT IS GERM-PROOF on Lewyt’s new can- 


ister-type vac. The new model 210, to list at 
$89.95, uses Permachem—a germicidal chemi- 
cal—in the throw-away dustbags, in the filters, 
in the paint itself. Germ-killing powers are sup- 
posed to “‘last indefinitely.” a 


yer Co., St. Charles, Ill., claims that its new 
$49.95 negative ion-producing Ionalator will 
help you with other things besides the morning- 
after throb. It’s supposed to give users “‘a feel- 
ing of well-being” as well as relief from sinus, 
hay fever, and “effects of asthma.” . 


mower manufacturers—M. Lober & Associates 
Co., New York, and G. W. Davis Corp., Rich- 
mond, Ine.—have claimed that distinction. But 
now the FTC has charged the affiliated manu- 
facturers with- falsely advertising that they 
were the oldest and biggest in the country. & 


offers gardeners $1-a-pack vegetable and flower 
seeds that have been bombarded by gamma rays 
from cobalt 60. Copy claims seeds are “atomic- 
energized” and that some may be expected to 
show “amazing changes.” “But,” it continues 
“since this is an experiment, there can be no 
guarantee on these seeds.” 8 


FUN ON THE GRASS is the theme of Toro’s spring ad- 


vertising drive, the biggest in the power mower 
maker’s history. More than $1 million will be 
spent on consumer and trade advertising and 
sales promotion, double that of three years ago. 
Ads during April and May in a half-dozen popu- 
lar magazines will feature a free 16-page book- 
let, “Lawn Games By Toro,” ideas for 50 games. 
Company feels the booklet will also help dealers 
sell seeds, fertilizer, sprinklers and other lawn 
equipment. a 


KEEP MOTHERS AND BRIDES IN THE KITCHEN, Proc- 


tor-Silex will tell TV audiences when it takes to 
the airways April 3 to promote toasters, irons 
and ironing boards for wedding and Mother’s 
Day gift-giving. The company will sponsor four 
day-time programs over NBC for eight weeks 
and will run a color page in the spring issue of 
“Brides” magazine. x 


HERE’S A SMALL TIMER that doesn’t have to be on the 


level to work. Waller Corp., Crystal Lake, IIl., 
is offering a compact (2%x1%x1 1/16-in.) 
transistor-pulsed clock movement to makers of 
appliances and clock radios. It can operate in 
any position, eliminating need for leveling de- 
vices, can be wired for 4%, 6, 9 or 12 volts, is ac- 
curate within few seconds a month, the manu- 
facturer claims. a 
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COLOR TV SETS FROM JAPAN BY OCT. 15 is educated 


guess of Delmonico International President Al 
Friedman. He’s working on plans now, will im- 
port chassis, install color tube here. Price? 
Friedman’s not saying, but it’ll be under $500. 


IS HE BIGGEST? Key eastern dealer wants to advertise 


new store as having “largest display of individ- 
ual models” of majors-TV in U. S. Can you top, 
or know who does top, this: 70,000 sq. ft. of 
which 35,000 goes to TV-majors display inven- 
tory of 118 refrigerators and freezers; 114 
washers, dryers; 66 ranges, ovens; 17 dishwash- 
ers, water heaters; 89 a/c, dehumidifiers; 238 
TV; 112 stereo; 47 tape recorders; 140 radios; 
plus small appliances, housewares, 100 recondi- 
tioned TV, 65 washers, 50 reefers? * 


MAGNAVOX ENTERS THE ELECTRONIC ORGAN FIELD 


at July Music Show with a transistorized model, 
ultimately plans on a full line ranging from 
$795 to $1,500. President Frank Freimann pre- 
dicts organ market of $500 million within a 
decade, says sales of organs increased 20% a 
year since 1955, has now reached annual retail 
sales of $185 million. a 


WESTINGHOUSE IS TOOLING to an April production 


date for the thermoelectric water cooler it will 
introduce tomorrow. Aimed at bottled water 
market, the unit has no retail price as yet. West- 
inghouse’s unveiling comes on the heels of 
Norge’s thermoelectric ice cube compartment 
for hotels. Though Westinghouse has showed 
prototype thermoelectric home appliances before 
—dehumidifier, refrigerator, party cart, this 
is first one pushed to production. = 


N. Y. CON EDISON WILL PUSH DISHWASHERS as the 


first leg of its 1961 appliance promotion. Other 
legs, set at utility’s annual dealer meeting last 
week: A summer drive for refrigerator-freez- 
ers; fall push for dryers. * 


WATCH FOR A SWEDISH ENTRY in the coin-op dry 


cleaning business sometime in 1962. AB Was- 
cator, Gothenburg, Ingo’s hometown, is filling a 
$3 million order of coin-op washers for its U. S. 
distributor, Bermil Sales & Service Co., New 
York. Wascator’s modus operandi: Cherry-pick 
American parts, assemble them in Sweden and 
ship them back for sale. » 


LAW SUITS COST MONEY that Peoria pair found out. 


They filed a $750 million suit against G-E claim- 
ing the public was gypped in the recent heavy 
equipment price fixing fracas. The pair got a 
nice headline out of it, but G-E came up smelling 
like a rose when U. S. District Court Judge 
F. O. Mercer threw suit out of court, hitting 
plaintiffs J. Orion Brunk and Mrs. Mary Brown 
with costs. G-E had called suit “fantastic and 
preposterous” from start. ® 











Are Lumbermen, Women 
Taking Over Kitchen Sales? 


They may be if their studies are 
any indication. Over half of the 
students at last week’s National In- 
stitute of Wood Kitchen Cabinets 
sales clinic in Chicago were repre- 
senting lumber and building ma- 
terials retailers. And impressive 
sales records were ascribed to the 
ladies. 

The clinic itself showed some 
changes this year as the NIWKC 
dug itself into management of 
kitchen sales outfits as well as actual 
sales. A management seminar on the 
first two days drew 38 owners and 
managers together. 

The main problem is_ salesmen, 
judging by the amount of time spent 
on discussing such matters as com- 
pensation plans, recruitment and se- 
lection and expense accounts. 


The lumber dealer angle, however, is 
getting more and more important 


ito the cabinet sellers. NIWKC, now 


in a stronger promotional position 
since it has limited membership 
only to makers of factory-finished 
cabinets, is going all out cooperat- 
ing with retail lumber dealer re- 
gional associations in presenting 
clinics all over the country. 

Art Johns, who works for “Liv- 
ing for Young Homemakers” maga- 
zine and has been a mainstay of the 
clinie’s faculty, provides a big ob- 
ject lesson in just how important 
these associations are in NIWKC 
plans: He is going to appear at 16 
or 18 schools this year. 


It’s not just the little or indi- 
vidual lumber dealers going for new 
markets, either. Sutherland Lumber, 
an Iowa-based chain, had nine people 
at the clinic from nine different re- 
tail locations. 

Kitchen sellers are sounding 4 
theme familiar to “new” service 
businesses of all kinds: “This is a 
new thing. We are pioneers in a new 
profession,” new NIWKC President 
George W. Mernick thumped home. 
Mernick sees the day when the 
kitchen specialist will rank along- 
side the architect, the interior de- 
signer and the engineer in impor- 
tance. 

While retailers decide for them- 
selves who belongs to the business, 
it -is becoming apparent that sell- 
ing kitchens is one place where the 
saleswoman can come into her own. 
Of the 139 students (against 101 in 
1960) 17 were women. In the man- 
agement seminars, the efficiency of 
women was underlined by the story 
of a firm with two salespeople: Of 
80 kitchens sold in a year, the lady 
signed 60. 


New officers of NIWKC are Mernick 
of Gregg and Sons Inc., Nashua, 
N. H., president; Martin Siegal of 
Texboro Cabinet Corp., first vice 
president; Leigh Bench of IXL Fur- 
niture Co., second vice president; 
William H. Benson of Whitehall Cabi- 
nets, Inc., treasurer; and Stanley G. 
Krempp of United Cabinets, secre- 
tary. 





PEOPLE 
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IN THE iINEWS 


Roper—Charles M. Hoover, who 
joined the gas range manufacturer 
Jan. 1 as director of marketing, was 
promoted to vice president and di- 
rector of marketing. 


Lewyt Corp.—James M. Farrell was 
named vice president in charge of 
national sales and Henry Dorff, who 
was vice president in charge of the 
sales and the marketing depart- 
ments, was moved to a new executive 
post as vice president in charge of 
merchandising. Farrell formerly was 
sales manager of the room air condi- 
tioner division of the York Corp. 


Casco Products Corp.—Robert E. 
Cheshire was appointed national 
field sales manager for the Lady 
Casco division. He was eastern zone 
manager of DuMont Emerson. 


General Dynamics Electronics—Wil- 
liam H. Herrman was named direc- 
tor of advertising and acting public 
relations director for the company, 
which is an outgrowth of the combi- 





Farrell Dorff 
of Lewyt of Lewyt 
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of Casco of Gen. Dynamics 


Cheshire Herrman 


nation of Stromberg-Carlson and 
separable electronics operations of 
other General Dynamics divisions. 
Herrman previously was manager of 
advertising and sales promotion for 
the electronics division of Strom- 
berg-Carlson. 


Frigidaire—Robert M. Bell was pro- 
moted to advertising manager, suc- 
ceeding Robert C. Wright, who re- 
tires April 1, after 33 years of 
service with the company. Bell was 
supervisor of conventions, meetings 
and special activities for the mer- 
chandising department. Ira_ G. 
Hawk, assistant director of public 
relations, was named successor. 


Hoover Bell 
of Roper of Frigidaire 
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Engineered to sell styled to sell. . . priced to sell! 


Greatest radio value in RCA VICTOR history! 


Here is RCA Victor quality... RCA Victor “Golden Throat” tone... 
RCA Victor dependability ...at a new low price! 


at Here is more than just a price leader. Here is a quality radio that you can : 
x WH sell with confidence. It has everything! Here are just some of its features: The Most Trusted Name in Radio 


Security Sealed Circuit seals quality in, seals trouble out. Built-in Antenna brings 
in faraway stations with amazing clarity. Big, Easy-to-Read Tuning Dial provides RADIO CORPORATION OF AMERICA 
fast, accurate station selection. Automatic Volume Control helps give steady. vol- 
ume for weak and strong stations alike. Better order plenty! The Accent, Modcl 


1RA1 (Gull Grey). Also available in matching ‘telephone colors,” priced slightly 
c e d . . at y advertised list price shown, optional with dealer 
higher. Model 1RA2 Series. ligt 


her West, South. Prices, specifications subject to change 
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YOUR personal BUSINESS 


Don't be ashamed if you tire easil says a new McGraw-Hill book. 
White-collar. workers have a right to teat tired—in fact, their tired- 
ness is the most "insidious" type, according to authors Donald and 
Eleanor Laird. In case you're interested in the Lairds' advice to all 
white-collar workers—and especially employers who have a stake in 
their employees’ state of health—you'll find it in "Tired Feelings 
and How To Master Them,* McGraw-Hill Book Co., 330 W. 42nd St., N. Y. 
$6, NH. Y., $4.50. 


AAA 


Thinking about buying a new boat? With summer coming on, chances are 
good you are. 

Attendance and interest at boat shows the last couple of months point 
toward a lively season. And the shows themselves produced plenty of 
new equipment news. 


Here are rundowns on the new lines: 
Qutboard manufacturers are showing 1961 models with more power in 


smaller packages, easier-to-use controls and greater mechanical effi- 
ciency. Here's what three big ones have to offer: 











e@ Johnson Motors has introduced an alternator generator and fixed jet 
carburetion on its biggest motors. The two V-75 electric starting mod- 
els—one with alternator, one without—have fixed high-speed car- 
buretor jets and two-lever remote controls. Other features: Reduced 
engine noise, panel lights indicating engine overheating and a safety 
interlock switch. Johnson's twin-cylinder, 40-horsepower models are 
being offered with either manual or electric starters. 


e Mercury, made by Kiekhaefer Corp., sports five new units, all with 
Single-lever control. Its six-cylinder, 80—horsepower Mercury 800 and 
70-horsepower Mercury 700 both have full gear shift, with forward, re- 
verse and neutral positions. Other new Merc motors: A 50-horsepower, 
40-horsepower and a six-horsepower fishing special. Options include 
long shafts for boats with 20-inch transoms, electric starting, coun- 
ter-rotating lower units on direct-reversing models, single-lever 
throttle and shift controls for remote operation. The four top power 
models have hydraulic shock absorbers. 


e Evinrude Motor's 1961 line features temperature-controlled, fixed- 
jet carburetion. Prime objective of its new "Jetstream" design is to 
cut down on motor noise. Two 75—horsepower, V-4 models top the line. 
One is 2 luxury model with a high-output AC generator and fully tran- 
sistorized regulator. The other doesn't have the generator. Others in 
the line: A 40-horsepower, a 40-horsepower twin, an 18-horsepower, a 
10-horsepower, a 5.5-horsepower fishing motor and a three-horsepower 
lightweight. 





One of the most interesting 1961 inboard lines is Chrysler's new "M" 
Series. These marine engines have Chrysler alternators for 12-volt 
electric systems, which put out 10 amps at idle speed and 35 amps at 


normal cruising. 








General Motors has diesels that fit the same beds as gasoline en- 
gines. They come > in three, four and a V-6 ¢ cylinder configurations. En- 
gines are extremely compact , lightweight, have high operating speeds. 
A A A 

Watch the help-wanted ads in your hometown newspaper for a reliable 
business indicator. Though businessmen have long suspected that this 
might be a way of judging approximately how bad or good business was, 
it took a National Industrial Conference Board study to prove it. Just 
released last week, the NICB paper gives monthly indices of help- 
wanted ad volume for the whole country, and four major regions. 





























“Would you care to look at something in stereophonic sound, sir?” 
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A DEALER SALESMAN SAYS 


The Grass 
ls Always 
Greener... 


> 





The frosty winds of winter are sweeping 
down the street as I stand by the door hoping 
for a customer. But who is foolish enough to 
brave the icy blasts just to let me make a sale? 
Suddenly a figure heads for the door, head 
bowed against the gale. My heart skips a beat 
until I see that the face is tanned by the sun of 
Florida. It is merely my old friend Bert, the 
distributor salesman, making his rounds. 


“Bert, you lucky dog,” | cry when he is inside the 
store. ‘“You have just come from a dealer trip | see. 
Where was it—Miami or Las Vegas?”’ 

“Both places,” he growls at me, “and you can 
have them both—lI can’t take these trips any- 
more.” 

“What?” I come back in astonishment. “Are 
you pulling my leg or making me jealous or 
something ?” 

“You retail salesmen don’t have the slightest 
notion of what a dealer trip is like for us whole- 
sale guys,” Bert snarls. “You think maybe it is 
like a sunny sojourn to the South Seas. Well, 
you are wrong. It is really a plain, unadulterated 
trip to Purgatory.” 

Seeing my eyebrows arch, the distributor 
salesman goes on. “Like this last trip to Miami,” 
he expounds. “My boss believes that it is good 
business sense for me to stick close to my ac- 
counts wherever they go. The only trouble is I 
sometimes get in the way. A bunch of my re- 
tailers are real golfing bugs who get up at 6 
a.m. to spend all day on the links. As for me, I 
do not know a divot from a dugout. But I hafta 
walk my legs off on the course ali day playing 
sheep dog just to satisfy my boss. When I get 
back to the hotel my arches are aching fit to 
bust and I find I am scheduled to take the gang 
to a night club. 

“This is where the chiseler shows up—there 
are at least 10 on every trip. See, I have a limit 
on my liquor tab for the night—a 25-buck bottle 
for each table at this joint.-What happens? A 
small dealer leaps to his feet and starts shouting 
at me to order another bottle. His account is 
peanuts. But there are a couple of big operators 
present who are starting to turn an ear his way, 
so I am forced to order his table a second bottle. 

“And these guys don’t let you off the hook at 
all,” Bert rambles on. “The day before we left 
Miami, I take a bunch of the dealers’ wives 
down the boulevard to shop for souvenirs and 
such. My boss figures that 20 buck a dame ought 
to suffice. But these gals must have been the ones 
who taught their husbands. They dash from shop 
to shop on a spree each running up close to a 
C note so fast that my head is spinning like a 
cash register.” 


“At least Vegas is better,”’ | venture hopefully to 
Bert. ‘I hear there is plenty of action there.” 

“The action does not stop my chiseling 
friends,” Bert advises me scornfully. “It merely 
spurs them on—for they are betting with my 
dough. My chief sends me:to the roulette table 
with six key accounts the first night in. He gives 
me the inevitable 25 bucks per man to start 
them off with. After that it is to be each man 
for himself—he thinks. But when they blow the 
initial stake I give them, do they continue with 
their own cash? Not. on your life. They hit me 
for more gaming dough.” 

Bert shakes my hand and heads for the door. 
“No, my boy,” he says, shaking his head, “do 
not let this coat of tan fool you. Beneath it is a 
man bled white.” 


ABOUT THE AUTHOR—For reasons which will 
become obvious as you read this column, the 
author does not wish to be identified. He is, how- 
ever, exactly what he claims to be—a hard-work- 
ing retail salesman whe has problems (and solu- 
tions) which he shares here with you. 





ADMIRAL CREATES THE WORLD’S 


MOST ADVANCED MINIATURE RADIO 











ACTUAL SIZE ‘ 

















Dramatic Admiral advances in miniaturization make the “GOLDEN EAGLE” the 
most powerful, most sensitive shirtpocket radio the world has ever known! 


MILLIWATTS OF POWER OUTPUT 
50 100 200 


RADIO A 
RADIO B 
RADIO C 





First with 250 milliwatts of power! More 
power than any other shirtpocket radio! 
Output meter tests prove it! Customers 
can hear the difference in a comparison 
test right at your counter! Unmatched 
indoor-outdoor performance! 






















New fully-transistorized XP250 chassis! 
Ingenious all-transistor audio circuit has 
no troublesome transformers, provides un- 
surpassed dependability! Audio transis- 
tors are performance-matched for mellow, 
fuller-frequency response! 
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Largest antenna ever in a shirtpocket 
portable! Extra-large ‘‘Ferroscope”’ ferrite 
antenna has 70% more signal-pulling 
strength! Greatest sensitivity and highest- 
signal/lowest-noise ratio ever attained in 
a miniature radio! 





TONE QUALITY RATINGS 





























ADMIRAL ——.. 
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Exclusive Admiral ‘‘Battery Miser’! New 
miracle diode almost doubles undistorted 
output life of the battery. Unlike others, 
maintains loudness reserve and excellent 
tone quality even when battery voltage 
drops to 50% of original value! 


Made in America by American craftsmen with American 
quality components! At last, big-set power, tone and 
performance in a shirtpocket radio as compact as a pack 

of cigarettes! Admiral quality features include new 
superheterodyne circuit with 300% greater sensitivity; Alnico V 
speaker; private listening earphone jack. Amazing 

XP250 etched circuit board withstands jars, jolts, humidity 

—is backed by a 5-Year Written Warranty. The ‘‘GOLDEN EAGLE”’ 
Model Y2221 (shown above) in black, white, yellow or blue 

with golden finish metal grille and trim, $24.95. 

















Deluxe Gift Pack. Optional extra. |ncludes leatherette 
carrying case, wrist strap, battery, earphone and cord. 
All beautifully packaged for extra sales-appeal, extra profits! 















THULIN MIAN 19 It’s here! ... the “profit-maker 
4 portable” for 1961! All new 
inside and out! Slim, trim and remarkably light in weight, yet it con- 
tains all of Admiral’s famous quality features! Exclusive new Admiral 
Automatic Contrast Restoration adds exciting new picture realism! 
Admiral’s miracle triple-triode Compactron tube in a great new Picture 
Guard Circuit provides maximum fringe stability, ultra-noise ay 
The most saleable portable ever—now yours from Admiral, 


maker of America’s first, finest and most quality-proved 19’s! 
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New Thinman 19% Portable TV 

Gives you more to sell . . . gives you more margin of profit! 
Never before such quality, features and performance ina 
truly lightweight portable at only $169.95! New Super-Signal 
Turret Tuner brings in distant stations sharp and bright. 
Exclusive new Automatic Electron Focus Control. New cool 
‘Air Space”’ chassis. 5-Year Written Warranty on precision 
etched circuit board. Shown above: The Thinman Custom, 
P900 Series, in Sand Beige and White or two-tone 

Dove White finish on metal. 





THE MOST COMPLETE 
LINE OF 19’s 
IN THE INDUSTRY! 








9 models in 18 colors and 
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finishes make it the most 
profitable line NEW DELUXE 19” PORTABLE Tv / YY 2-BUTTON SUPER SON-R 19” TV NEW ADMIRAL 19” TABLE MODEL TV 


The Thinman Executive, P910 Series >A The Deluxe Sportsman, in Cardinal The Spectator, P930 Series—in Aztec 
you can handle! S im, leather-g srained plastic cabinet rd Brown and Beige (PS921) or Brown or Willow Green finish on 
nd Cardir inal — wn, Forest 


F beautiful two-tone Forest Green (PS925) metal. Model T930, without luggage 
leather-grained plastic finish type handle, in Charcoal 
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SUPER, SONAR: || The first 19” portable with 
ee = wireless remote control 
at the “magic price” of $199.95! A true, luggage-light 19 that weighs 20% 
less than other so-called “portables!” Sound out front! All new from top 
to bottom! And Admiral’s Super Son-R® not only turns TV on and 
changes channels—it also turns the TV completely off! Unlike other re- 
mote controls, no tubes are left burning inside the set! Miracle Control 


Center in the TV stays on constant alert, ready to receive Super [E 
Son-R® signal! No buttons to push, no knobs to turn at the set ever! 
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New 19” Super Son-R 
Portable TV. Here's the portable 
TV that has everything! The world’s most convenient =a 
remote control! Exclusive Automatic Contrast 
Restoration! New Admiral Picture Guard Circuit with 
amazing new triple-triode Compactron tube! Illuminated 
channel indicator. New Long-Range Turret Tuner \ 
Shown above: The Courier, Model PS928, in Cadet Grey ' 


and White leather-grained plastic finish. 
119° overall diagonal, 172 sq. in. viewable area “Prices slightly higher s 





f VA ARQ ; 
VA Ke NEW REMOTE CONTROL 19” TV s NEW 19” EARLY AMERICAN 
“A The Viceroy, PS940 Series—in rich CONTEMPORARY CONSOLETTE 19” TV CONSOLETTE DANISH MODERN CONSOLETTE 
Fal Charcoal finish, Mahogany grained The Leland, C950 Series—in The Parkson, Model C969— The Allison, Model.C971—new 
/ vinyl or Dover White linen on metal beautiful Mahogany or Blonde Oak in rich Cherrywood grained finish decorator-approved original in genuine 
Deluxe finished back. grained finish on hardboard. on hardboard. Detachable legs. Walnut veneers and hardwood solids. 
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All-new Admiral portable phonos... 


TWO NEW QUALITY-VALUE SENSATIONS DESIGNED ESPECIALLY 
FOR THE BIG TEENAGE MARKET! BOTH THE HOTTEST PRICE AND 
BIGGEST PROFIT MARGIN IN THE PHONOGRAPH INDUSTRY! 


New 4-speed Admiral Portable Phonograph. The Playboy, 
Model Y4219—Here’s the portable phono with every- 
thing: quality features, top performance and the 

right price with an extra margin of profit! Precision 
engineered amplifier. Powerful Alnico V quality speaker. 
New 4-speed Admiral changer has automatic 3-way 
shut-off, intermixes 10” and 12” records of same 


speed. Full-range tone control. 
Twin jeweled needles. $ 95 

84" high, 14%" wide, 17” 

deep. Pyroxylin-coated fibre 

case in Peacock Blue and 

Dawn White. 45 rpm spindle, 


optional extra. 
with full 35% 
discount! 





New 2-speaker 4-speed phono with 45 rpm spindle. The 
Carousel, Model Y4229—Combines deluxe new styling 
with thrilling high-fidelity sound reproduction! Two 514” 
speakers have super Alnico V magnets for greater 

power and undistorted audio response. 4-speed 

changer with 45 rpm spindle has heavy precision- 
balanced turntable, automatic 3-way shut-off. . . inter- | 


mixes 10” and 12” records of 

$ 95 same speed. Full-range | 
tone control. Metallic-flecked 
fabric grille with golden-finish | 
front. In Mallard 


Green and Silver White. 





with even a bigger 
margin of profit! 


AT ADMIRAL’S NATIONAL OPEN HOUSE—WEEK OF MARCH 26! 





MARK OF QUALITY quits, THROUGHOUT THE WORLD 








. a 









































ELECTRICAL MERCHANDISING WEEK 











ELECTRICAL 


an Pe 


LAURENCE WRAY 
TED WEBER 


EDITOR 
MANAGING EDITOR 


James J. Cassidy, Associate Managing 
Editor; Anna A. Noone, Associate Editor, 
New Products; Jacob B. Underhill, Copy 
Chief; Philip Nochlin, Associate Editor; 
Fredda S. Miller, Assistant Editor; Don- 
ald S. Rubin, Assistant Editor, B. H. 
Schellenbach, Assistant Editor; James 
Buchanan, Assistant Editor; John Hol- 
stein, Assistant Editor. FIELD EDI- 
TORS: Ken Warner, Midwest Editor; 
Gordon Williams, Assistant Editor; 
Martha Alexander, Editorial Assistant; 
Howard Emerson, West Coast Editor; 
Wayne R. Smith, Editor of Home Goods 
Data Book; Nancy Prescott, Assistant. 
RESEARCH DEPARTMENT: Marguerite 
Cook, Research Director; James F. 
Shea, Research Assistant; Marjorie 
Fisher, Assistant, Chicago. ART DE- 
PARTMENT: Barbara Ellwood, Art Di- 
rector; Marianne Farrell, Assistant; 
Eli W. Goldowsky, Assistant; Pat Mc- 
Hugh, Production Editor. 


DEPARTMENT OF ECONOMIC SERV- 
ICES: Douglas Greenwald, Manager; 
Dexter Keezer, Advisor. NEWS BU- 
REAUS: John Wilhelm, Director, World 
News; George Bryant, Director, Wash- 
ington Bureau; ATLANTA: B. E. Barnes; 
CHICAGO: Stewart W. Ramsey: CLEVE- 
LAND: Arthur Zimmerman; DALLAS: 
Marvin Reid; DETROIT: Donal: Mac- 
Donald; LOS ANGELES: Kemp Ander- 
son; SAN FRANCISCO: Jenness Keene; 
SEATTLE: Ray Bloomberg; LONDON: 
John Shinn; MOSCOW: Ernest Conine; 
BONN: Pete Forbath; PARIS: Robert 
Farrell; TOKYO: Sol Sanders; CARACAS: 
John Pearson; MEXICO CITY: Peter 
Weaver; BEIRUT: O. M. Marashian. 


CASWELL SPEARE PUuBLISHER 





for extra 
special 


FIND US FAST IN THE YELLOW PAGES 





MARCH 20, 1961 








ELECTRICAL MERCHANDISING WEEK is pub- 
lished weekly by the McGraw-Hill Publishing Co., 
Inc., James H. McGraw (1860-1948), Founder. See 
panel below for directions regarding subscription 
or change of address. 


EXECUTIVE, EDITORIAL, CIRCULATION and AD- 
VERTISING OFFICES: 330 West 42nd St., New 
York 36, N. Y. OFFICERS OF THE PUBLICATIONS 
DIVISION: Nelson L. Bond, President; Shelton 
Fisher, Wallace F. Traendly, Senior Vice Presidents; 
John R. Callaham, Vice President and Editorial 
Director; Joseph H. Allen, Vice President and 
Director of Advertising Sales; A. R. Venezian, 
Vice President and Circulation Coordinator. OFFI- 
CERS OF THE CORPORATION: Donald C. Mc- 
Graw, President; Joseph A. Gerardi, Hugh J. 
Kelly, Harry L. Waddell, Executive Vice Presidents; 
L. Keith Goodrich, Vice President and Treasurer; 
John J. Cooke, Secretary. 


UNCONDITIONAL GUARANTEE: Our primary aim 
is to provide subscribers with a useful and val- 
uable publication. Your comments and suggestions 
for improvement are encouraged and will be most 
welcome. The publisher, upon written request from 
any subscriber to our New York office, agrees to 
cancel any subscription if ELECTRICAL MERCHAN- 
DISING WEEK'S editorial service is unsatisfactory, 
and will refund the proportionate price of any 
unmailed copies. 





SUBSCRIPTION PRICE: Available only by paid 
subscription. Publisher reserves the right to refuse 
non-qualified subscriptions. Subscriptions to ELEC- 
TRICAL MERCHANDISING WEEK solicited only 
from dealers and/or distributors of appliances, 
radio-TV sets or housewares. Position and company 
connection must indicated on subscription 
orders. Single copies: $.50. Subscription price in the 
United States and possessions: $2.00 for one year. 


Printed in Chicago, III.; second-class mail postage 
paid at Chicago, Ill. Title ® registered at U. S. 
Patent Office. © Copyright 1961, McGraw-Hill 
Publishing Co., Inc. Quotations on bulk reprints of 
articles available on request. All rights reserved 
including the right to reproduce the contents o 
this publication, either in whole or in part. 


SUBSCRIPTIONS: Send omens correspondence 
and change of address to Fulfillment Manager, 
ELECTRICAL MERCHANDISING WEEK, 330 West 
42nd St., New York 36, N. Y. Subscribers should 
notify Fulfillment Manager promptly of any change 
of address, giving old as well as new address, 
and including zone number, if any. If possible 
enclose an address label from a recent issue of 
the magazine. Please allow one month for change 
to become effective. 

Postmaster: Send Form 3579 to ELECTRICAL 
MERCHANDISING WEEK, 330 W. 42nd St., New 
York 36, N. Y. 








~ "| READERS 


| SAID... 


EM WEEK welcomes expressions of 
opinion from its readers for publication, 
subject, of course, to final editing and 
approval by editors. 








Editor, EM WEEK: 

It is disturbing to any member of 
the Air Filter Institute to see inac- 
curacy (EM WEEK, Feb. 27, page 7), 
in referring to this organization. 
The correct name is the Air Filter 
Institute, or AFI, not the American 
Filter Institute. 

A. W. Brown 
Research Products Corp. 
Madison, Wis. 





Develop customers, move merchandise 
























HAWKEYE FLASHFUN CAMERA 
This great new Kodak camera with 
built-in flash holder was especially de- 
signed for volume premium business. 
New features! Superb styling! Takes all 
three . . . color snaps, color slides, bril- 
liant black-and-whites. Approximate 
premium value: Camera, $6.95 ... 
Hawkeye Flashfun Outfit, $9. 


KEY SALES-MAKER! 
Kodak Zoom 8 Reflex Camera builds high 
sales enthusiasm. Zoom 
effects, pius electric eye 
that automatically sets 
the lens, plus through- 
the-lens reflex view- 


ing. $199.50. 


MOST WANTED! because they are the most advertised! 


Here are some of Kodak’s most advertised cameras . . 
as self-liquidators, direct-selling premiums and traffic builders. 
Also use Kodak cameras and outfits as contest awards, customer 
remembrances, business gifts. They’re America’s most wanted 
premiums. Prices run from $4.25 to several hundred dollars. 


SEND FOR FREE CATALOG. Get the complete story, mail the 


coupon today. 


Prices shown are list, subject to change without 
notice, and are suggested prices only. 


r————- EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 
Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Name 


$27.50. 


. welcomed 


CUSTOMER PREMIUM! 
Brownie Starmeter Camera 
for new customer develop- 
ment. Built-in meter shows 
proper settings. Boxed outfit 
includes camera, film, flash 
holder, batteries and bulbs. 
Camera, $21.95 ... 


TRAFFIC BUILDER! 
Midget Brownie Starmite Camera is compact, ef- 





outfit, 


SALES INCENTIVE! 
Brownie 8 Movie Camera, f/2.7, 
for clear, sharp movies. Just set the 
exposure dial, aim, and shoot. One 
of the most wanted cameras in Amer- 
ica! Camera, $26.95 ... kit, $34.75. 


ficient, has built-in flash holder. Dependable traffic 
builder and order booster. For snaps or color slides. 


Camera, $11.50... 


outfit (camera, film, batteries, 


bulbs), $12.95. 


Position 








Company 


Street 


7 Rodale 
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Ilustrated mode! 750, 16,000 RPM. Also Model 600, 14,000 RPM; Model 900, 17,000 RPM 
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Regina started a Revolution! The introduction of the Regina Electrikbroom, the 
world’s original and easiest-to-use lightweight vacuum cleaner, started a sales revo- 
lution never before equaled. Now the hottest selling vacuum cleaner of its kind, the 
Regina Electrikbroom has been imitated but never equaled. Although it weighs only 
634 Ibs., it cleans carpets, bare floors, stairs, upholstery and draperies without 
attachments. Motor lies directly above intake for extra-powerful suction. Dirt cup 
empties like an ash tray. No expensive dust bags to buy. Hangs anywhere. Ends 
closet clutter. Comes complete with pre-sold customers, created by the biggest 
advertising and promotion program in our history. Call your Regina distributor 
today and let him show you how you can cash in on it. The Regina Corporation. 
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Carefully mapping out possible additional service calls makes it 

















wn practical for dealer John Burke (right) to sell and service appli- 
= NEB. ances on ranches as far as 90 miles from his Sterling, Colo., store. 
O. S After answering original call, serviceman will call on other appli- 
ALLALA ance owners in area to check operation of products previously 
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Service calls to homes 75 or 90 
miles away are a regular part of 
) John Burke’s appliance business 
in Sterling, Colo. He’s figured out 


: a way to handle them profitably 


because... 


You’ve Got 


| To Travel 
| To Sell The 





i 

i] 

Reliable long-distance service ability is the 
1 only practical basis for successfully selling auto- 
' matic washers in the farm market, says Burke. 
, Why sell farmers? Last year, Burke sold exactly 
' half of his automatic washer volume to farmers 
i separated by many miles, over the fertile north- 
y eastern corner of the state. All were full-list 
' sales, and many of them were either accompanied 


} by a dryer, or set the stage for a dryer sale in 
1 the immediate future. 
i Farmers, by and large, are among the most 
‘4 solvent prospects whom Burke can reach, and 
i consequently, his efforts to attract the stock 
| men who are profiting from big beef herds, far 
out in the semi-desert country, wheat growers 
| who are located 50 miles away from the nearest 
community, ete., are well worth whatever he 
puts into them. Automatic washers, coupled with 
} dryers, are just about the last appliance “fron- 
} tier” open—and with the sort of service reli- 
| ability which he has carefully maintained since 
1947, he has developed what he feels is the only 
\ practical approach to the farm market. 


How do you sell farmers? Quality merchandise 
and reliable service are the answers, says Burke, 
who adds that his weekly ads in the Sterling 
newspaper are the only formal advertising he 
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Farm Market 


uses, whether for in-town or rural customers. 

The first thing which a farmer or stockman 
wants to know, when he comes in to look at an 
automatic washer, is whether Burke will send a 
serviceman out 75 or 90 miles to keep it in 
operation. The answer is always “‘yes’’—with the 
candid statement that the Burke organization 
does and must charge 10 cents a mile for such 
calls. By making this point immediately, the 
Colorado dealer eliminates what might otherwise 
be an unpleasant shock later on—and usually 
finds that ranchers and farmers, long accustomed 
to figuring haulage costs themselves, are ame- 
nable. 

The next question is usually whether the 
washer concerned can cope with the problems of 
well-water delivery at farm locations. Often, 
the farmer is troubled by water shortages, which 
means that in the dry seasons, the automatic 
washer is to all extents useless. In other areas, 
there is literally “too much water,” which means 
that underground rivers, seepage, porous soil 
etc., brings up water with so high a mineral 
content that clothes are likely to be discolored. 
Burke has a praetical answer in both situations. 
Where water shortages are the problem, he. can 
rig up a “combination” which will store its own 
water and purify it against future needs, or 
combine a -conventional washer and the auto- 


matic model. (There have been several instances 
in which a customer bought both a conventional 
model, into which water could be poured from 
a bucket, as well as an automatic.) Where there 
is too much water, filters, purifiers, etc., are the 
answer, installed in whatever combination is 
needed to do the job. 


How do you service the farmer? In handling as 
many long-distance calls as he does, Burke relies 
on a preventive maintenance plan which holds 
the number of calls to a minimum. 

“We keep a map which shows the location of 
every farm or ranch on which we have installed 
automatic washers,” Burke indicated. ‘“When- 
ever a service call is scheduled which may 
amount to 90 miles or so, our serviceman spots 
the three or four machines which are nearest 
on the return trip, and visits each one to pull a 
preventive maintenance job. A quick check, lubri- 
cation, replacement of a belt, a single electrical 
part, etc., may do away with the necessity of 
another long service call in that area for many 
months to come. We follow this theory religious- 
ly, even if it means that the service must take 
time. The less service load we have to contend: 
with, the better off we are, and it is worth some 
additional expense and time to check the condi- 
tion of washers as often as possible.” 
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FRESH'ND-AIRE by CORY 
Cory Corporation 
Chicago 45, Illinois 





Now’s your chance to capitalize on 
the big untapped dehumidifier market! 


Today, as never before, your customers are con- 
scious of the humidity in their homes. They have 
been deluged with articles about the damage ex- 
cess moisture can do to their health and property. 
And every time they go into their basements, 
home laundries, storage rooms or workshops, 
they see for themselves what a problem humidity 
can be. 


The market indicates this new awareness. De- 
humidifier sales have more than quadrupled since 
1950. In 1960 alone, they were expected to in- 
crease 9%.* But statistics show we have only 
scratched the surface. 


Today, 97.4% of all wired homes in the United 
States still have no means of dehumidification.* 
Based on 50.6 million domestic and farm electric 
users, this makes 49,275,000 prospective custom- 
efs waiting to be sold on the benefits of this 
relatively inexpensive appliance. Now is your 
Opportunity to really increase your profits by 
selling electric dehumidifiers to every customer 
that comes into your store. 


Practically everything your customers own can 
be damaged by excess moisture. Remind them 
of this. And show them how your dehumidifiers 


*Source: Electrical Merchandising Week 


Hupp Corporation 
Greenville, Michigan 


GIBSON OASIS 
Gibson Refrigerator Division 


Ebco Manufacturing Company 
» Ohio 


will remove this moisture to keep the humidity 
in their homes at a safe level. 

Explain that a dehumidifier will prevent rust, 
rot, mold and mildew. It will reduce peeling 
wallpaper, cracked plaster, warped furniture and 
popping floor tile. It will speed the drying of 
clothes and stop the caking of sugar and salt. 
And it will reduce the humidity in your custom- 
ers’ homes enough to keep them comfortable 
even on muggy days. 

You'll find electric dehumidifiers can be more 
profitable in many ways. There's no trade-in to 
consider and no installation or service problems. 
What's more, customers can often use more than 
one dehumidifier in their homes which means 
you double your profits on many sales. 

Electric utilities across the country are devoting 
ever-increasing effort to promoting more dehu- 
midifier sales for you. 

The dehumidifier manufacturers listed above 
are ready to supply you with high-powered sales 
aids to help you convince your customers that 
electric dehumidifiers are the answer to their 
humidity problems. We'll be glad to see that you 
get free samples of this merchandising material, 
if you'll just fill in the coupon below and tell us 
who your manufacturer is. Mail the coupon and 
watch your profits grow! 


You can _ 


more protits out 





RCA WHIRLPOOL 


Whirlpool Corporation 
St. Joseph, Michigan 
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TRAVELAIRE 

Metalaire Products Division 
McGraw-Edison Company 
Phoenix, Arizona 




















Increase sales, upgrade profits 
with Honeywell’s new 
HA45E Dehumidifier Control 


The new HA45E automatically turns 
dehumidifiers on whenever moisture 
in the air becomes excessive—turns 
them off again as soon as humidity 
reaches a safe level. 

It’s the only dehumidifier control 
that reacts to moisture content alone. 
It will not overcycle and allows 
plenty of time between each cycle 
for the moisture-collecting process 
to set in. 

It eliminates overtime operation 
to add to the life of your dehumidi- 
fiers and reduce electric bills. And, 
of course, there’s extra profit for 
you in every sale. 

This is why the dehumidifier 
manufacturers listed above a// fea- 
ture the new HA45E Dehumidifier 
Control. 










































MINNEAPOLIS-HONEY WELL 
Dept. EM-3-99 


Minneapolis 8, Minnesota 






Honeywell 
Hi Fiat we Coutiol 


PLEASE rush my free electric dehumidifier merchandising aids. 





My manufacturer is:__.__ 


(Name of Company) 


SINCE 1885 





Signed:__ 


Address: 








City:_ a6 8 __State__ 
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What makes HOOVER biggest in home care appliances? 





FEATURES 


DOUBLE-STRETCH HOSE 
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Demonstrating Hoover exclusive features has proved the 


most effective way to increase sales! 


Every appliance in the Hoover line has one or more 
Hoover exclusive features that set it apart from—and 
ahead of—anything competition has to offer. The 
Hoover Constellation, for example, “walks on air’’, 
has a double-stretch hose and telescoping wand. The 
Convertible “‘beats, as it sweeps, as it cleans’ —three 
cleaning actions instead of the conventional two. And 
the Hoover Floor Polisher, new Shampoo-Polisher 


and Electric Floor Washer are equally well endowed 
with exclusive Hoover features. 

So you see, what it takes to turn customer interest 
into action is demonstration of the features that make 
Hoover home-care appliances better, more efficient 
than competitive makes. Try the demonstration way 
to increase your sales. You’ll be amazed at how well 
it works. The Hoover Company, North Canton, Ohio. 
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FINE APPLIANCES... 
1961 


.around the house, around the world. 





EASIEST WAY TO SELL THE FIRST ROOM AIR CONDITIONER THATS FULLY 


AUTOMATIC 



























































The new Westinghouse Customatic Demonstrator Display makes it a 
cinch to sell your prospects on the exclusive automatic features of the 
1961 Westinghouse Customatic line. It quickly shows how Customatic 


Comfort Control maintains room temperature within 3°. . . automatically 


controls flow of cool air as room temperature changes. 


The demonstrator is easy to operate. Just attach the plastic box—that 
simulates actual room conditions—to the front of the unit. This miniature 
room cools in seconds, making the fan in the unit switch from high to 
normal. This causes the corresponding lights on the panel to turn on and 
off. Your prospects quickly see how Customatic Comfort Control works. 
Customatic Comfort Control is available in both the Mobilaire® and Heavy 
Duty Models. In addition, the Heavy Duty line offers: 


POWER for cooling extra-large areas 
PLUS capacity for hot, humid climates 
PENETRATION for moving cool, dehumidified air to the farthest corner 


For full information on the Westinghouse line and on the Demonstrator, 
see your Westinghouse Distributor. You can be sure... if it’s Westinghouse. 
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For 1961, only Westinghouse 
installs in just 


60 SECONDS 


' 
2 


Only the Westinghouse Mobilaire Conditioner 
has the unique Mobil-Cart Accessory. There’s 
no lifting or carrying . . . the Mobilaire rolls 
from room to room in seconds. Special win- 
dow mounting frames make it the easiest of 
all units to install in any type of window. 
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For 1961, only Westinghouse 
softens the sound to 


NOISE LEVEL 


' 


Compare it with any other make on your 
floor. You'll find Westinghouse quieter . . . far 
quieter. A completely redesigned fan cuts 
sound to a whisper. For instance, the 1961 
Heavy Duty line has twice the air velocity of 
last year's model... with half the noise level. 


Westinghouse (~w) 
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TOASTMASTER 


Toastmaster’s “family-size,”  3- 
slice toaster, No. 1C5, designed to 
end breakfast bottlenecks, is com- 
pactly styled to fit neatly on crowded 
breakfast tables and conserve space 
in storage cabinets and counter work 
areas; nickelplated inside and out, 
with chromeplating outside. Push- 
button crumb tray is hinged to swing 
open for easy cleaning; Bakelite 


handles; toast control dial. 

Can opener, No. 22A1, features an 
“action angle” cutting wheel, angled 
30 degs. down and 8 degs. in, to give 
smooth, non-jagged edge on opened 
cans; also aliows cutting wheel to 
sharpen itself automatically each 
time can opener is used. Finger- 
touch control: removing fingertip 
pressure from lever stops cutting 


action at any point in cycle. Cutting 
assembly is removable for cleaning. 
Designed for wall mounting or 
counter use; 4 firm rubber feet; 
weighs 71% Ibs.; white or chrome. 

Blender, No. 10A1, features a remov- 
able cover-knob with its own built-in 
ingredient measuring system; hol- 
low interior of knob is built to con- 
tain liquid or dry ingredients with 






‘new products | 


Features A Blender, Can Opener and Toaster 





tablespoon and teaspoon levels indi- 
sated, so ingredients can be quickly 
measured while blender is in opera- 
tion. A removable, transparent, con- 
tainer of high-impact acrylic plastic 
is another feature; white or chrome. 
Prices, toaster, $29.95; can opener, 
$24.95 and $27.95; blender, $34.95 
and $39.95. Toastmaster Div., Mc- 
Graw-Edison Co., Elgin, Ill. 





HAMILTON BEACH Announces VP Appliance Line 


The Hamilton Beach VP (Volume 
Producer) line recently announced 
includes : 

VP coffeemaker, No. 16CM, with 4- 
to-9-cup capacity. It is completely 
immersible with removable probe. 
Brewing time and temperature are 
automatically controlled to insure 


full bodied flavor; smartly designed 
cover assures even water distribu- 
tion and extraction for entire basket 
of coffee; thermostatic control holds 
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coffee at right serving temperature, 
flashing its light to signal when cof- 
fee is ready to serve. Has a dripless 
spout, comfortable pouring handle. 

Food Mixer, No. M, is standard size, 
full powered, governor controlled 
with bowl control; 1 large bowl; 1- 
piece guarded beaters; 10 speeds; 
automatically unlocks when tilted for 
use as portable; baked enamel finish. 
Mixette, in white with charcoal handle 
and trim, weighs 2'% lbs.; has finger- 


tip switch; 3-speed selector on han- 
dle top for right- or left-hand mix- 
ing; large beater ejector; stands on 
end or hangs on wall. 

VP canister cleaner, No. 36, features 
a 1-hp 750w motor; chromeplated 
wands and flexible hose to reach 
hard-to-clean places; tip-toe on-off 
switch; vinyl bumper guards and 
handle; ball bearing wheels; front 
wheel swivels; coverlock releases 
with 1%, turn of knob; marproof at- 











tachments include floor nozzle with 
self-cleaning brush and nap-parting 
ridges; upholstery nozzle, utility 
brush and crevice tool; large Dispos- 
A-Bag; suction regulator, button 
locks and cord storage. 

Other VP items in line include VP 
frypans and electric blankets. 
Prices, coffeemaker, $17.95; standard 
mixer, $34.95; cleaner, $49.95. Ham- 
ilton Beach Div., Scovill Mfg. Co., 
Racine, Wis. 
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NORELCO Shaver 


Sportsman No. SC 7930 is a bat- 
tery-powered, rotary-action electric 
shaver. It can be used anywhere 
since it operates on 2 flashlight bat- 
teries and packs its own power. 

Self-contained, Sportsman features 
a retractable cord, comes in a handy, 
easy-to-hold shape similar to a cig- 
arette lighter. Also has _ fiip-top 
springs for easy cleaning. 

It has a slim blue and ivory plastic 
case. The lid opens to reveal a mir- 
ror. A sponge rubber lining in shaver 
compartment protects it in travel. 
Batteries fit snugly into hinge sec- 
tion of case. Newly designed, self- 
lubricating motor is said to give 


many smooth shaves. 

Entire unit is small enough to be 
carried in a pocket. 
Price: $19.95. North American Phil- 
lips Co., Inc., 100 E. 42 St., New 


THERMADOR Announces a Warming Drawer 


A 2-compartment, stainless steel 
warming drawer No. WD-2 is an- 
nounced. It is a completely insu- 
lated, self-contained unit ready. for 


York 17. 








installation in a cabinet or wall. 





Frigidaire 


Dishmobiles 


do move! 


Here’s the dishwasher that rolled up record 
sales for Frigidaire dealers in 1960—and with 
good reason! The Frigidaire Dishmobile has 
all the advantages of a mobile dishwasher, 
plus really big capacity and top-of-the-line 
time and work saving features. Customer- 


pleasing features like these: 


@ Holds—and stores—full day’s dishes for 
average family of 4; 12 place settings* 


@ Easy front loading with Roll-To- You racks 
@ Maple wood chopping block top 


@ Goes along when you move — builds-in 


easily, too 


@ Available in 5 Kitchen Rainbow colors 


and white 


@ No installation 


Exclusive 
Swirling Water 


Action tw 


Powerful jets of water, 
too hot to touch, scrub 


every surface clean. No +) 


dish can hide. 








*NEMA Standard 


FRIGIDAIRE 
PRODUCT OF GENERAL MOTORS Aldvaneed, Afppolinuees designed, with you in mind 


FRIGIDAIRE DIVISION, 


floor... 


to the sink... 





Deiuxe Mobile 


Big family performability 
— small budget price. Ac- 
tually holds 12 place set- 
tings.* Top loading. No 
installation. 




















Budget Super Mobile 
Build your next special 
store promotion around 
this meat ’n potatoes traffic 
builder. Holds 9 full place 
settings.* 


G.M.C., DAYTON 1, OHIO 
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Each drawer has its own moist or 
crisp humidity control, separate heat 
chamber and thermostat control. 
Each drawer operates in a separate 
sealed compartment and each is com- 
pletely independent of the other. 
Upper drawer can be warming plates 
at 110 deg., while lower drawer can 
be keeping food piping hot at 175 
deg. 

The drawers, mounted on support- 
ing rollers, have nylon side-guide 
rollers on the bottom, and have a 
silicone rubber gasket seal. Gravity- 
operated latches prevent the drawers 
from being accidentally pulled com- 
pletely out. To remove drawers, 
latches are depressed. 

So that air can circulate around 
all 4 sides, top and bottom, each 
drawer is suspended within its own 
sealed compartment. Heating ele- 
ments are mounted in bottom of 
each compartment. Temperatures 
are controlled by separate thermo- 
stats mounted above drawers, a sig- 
nal light next to each thermostat 
glows continuously whenever ther- 
mostat is turned on. 

When closed, drawer is completely 
sealed from outside air. Ventilation 
is controlled by a humidity selector 
located on drawer front. Humidity 
selector is marked “moist” and 
“crisp.” Maximum temperature is 
250 deg. F. Either drawer reaches 
200 deg. F. from a cold start in 
about 20 min. Fibreglas insulation 
between drawers allows a tempera- 
ture difference between drawers and 
keeps heat loss at a minimum. Draw- 
er fronts are never too hot to touch. 
Price, $299.95. Thermador Electrical 
Mfg. Co., 5119 District Blvd., Los 
Angeles 22, Calif. 








KENT Pencil Sharpener 


Kent Kordless_ electric pencil 
sharpener has a redesigned “floating 
head.” It runs on 3 small batteries, 
without cords or plugs; weight of a 
hand holding standard size pencil 
operates this sharpener. Mist green 
plastic case; comes complete with 
batteries and 6 additional tool steel 
cutters. 

Price: $11.95. Minitone Electronics, 
Inc., 55 W. 18th St., N. Y. 
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SKIL Orbital Sander 


No. 9592 orbital sander has a 2.5- 
amp motor; precision-cut helical 
gears to deliver full power to the 25- 
sq.-in. sanding pad. It speeds sand- 
ing of wallboard, plaster, new woods, 
etc.; also permits sanding flush to 
vertical surfaces on 3 sides and in 
corners. Spring action levers hold 6 
sheets of paper. Accessories valued 
at $3.85 are offered free with pur- 
chase of the sander. $32.95. Skil 
Corp., 5033 Elston Ave., Chicago 30. 











WHICH 
_TV 

WOULD 

VOU) 

:  »—s- RAAT 

SELL? 





(They are identical in all ways but one!) 


THIS TV HAS HALOLIGHT® * THIS TV HAS NO HALOLIGHT 
—a frame of soft “‘surround lighting’’ 


it gives you an exclusive to sell 
it lets you sell quality —not price 
it gives you a dramatic feature to demonstrate 
it gives you the industry’s best guarantee: 
If at any time during the life of the set the Halo- 
Light fails to light up, Sylvania will replace lamp 


\ and transformer for the original owner free of 
i charge — service not included. 


it lets you sell better viewing, and a picture that 
looks bigger, more attractive 


it gives you an extra profit margin: 


In a survey of TV dealers coast to coast, Sylvania ae S — 
was rated No. 1 for profits among five leading es " For full details on higher-profit _ 


brands! 


~He has all the a rs 





Quality you can bank on in TV, Stereo High Fidelity, and Radio Sylvania Home Electronics Corp., Batavia, N.Y. 
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FASTER & 
FLAMELESS 


1961 GENERAL ELECTRIC 
RANGES. Remember the name 
Sensi-Temp. It's General Electric's 
ultra hi-speed automatic unit that 
boils a pint of water in just 130 
seconds — faster than ever for 
1961. 


And Sensi-Temp means control- 
lable heat. You dial one setting 
and Sensi-Temp holds it — auto 
matically. No pot watching 


























Flameless cooking means no 
fuei grime on walls, no soot on 
pots and pans. So whatever you 
do, see General Electric before you 
buy. About the only things they 
don't have are expensive price 
tags. 
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General Electric Sap 7 
connects with a hot 
new way to sell ranges... 






Reader 
Digest 









































Here’s why General Electric has chosen the Digest 
to launch its new “Red Range” promotion this April: 


“We chose Reader’s Digest to announce our new 1961 Yanges because 
its vast circulation includes so many millions of American women,.’ 
says Gordon B. Smith, advertising manager of General Electric’s 
range department, Louisville. ‘We believe that these women have 
confidence in what they read in the Digest, and media studies have 
convinced us that the Digest reaches a large part of our market 

with excellent efficiency.” 








Recent Politz research backs up the wisdom of General Electric’s 
decision: Nearly 40% of America’s upper income third read the Digest. 
Further, this research proves that each Digest advertisement is 
looked at (or has a chance-to-sell) 60 million times against about 
30 million in other leading general magazines. Figuring costs, each 


dollar you invest in the Digest lets you... . ra ader’s 
: igest 
double your chances-to-sell | ae 
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O-CEDAR Products 


Sandalwood color steps into clean- 
ing sphere with O-Cedar’s new nylon 
dust mop. It offers the pushbutton 
socket that snaps the generous mit 





pad on and off for sudsing, plus ny- 
lon yarns. 

Also from O-Cedar is Instant Dri- 
Glo, spray-on furniture finish that 
waxes and dusts in a single stroke. 
Endust is a companion spray that 
treats cloths and mops for prime 
dust disposal. 

No. 76 sponge mop accessorized with 
a scrubber-upper brush of white 
Cedarlon bristles is designed to re- 
move stubborn floor stains. Price: 
Dust mop, $3.98; Dri-Glo, $.98; No. 
76 sponge mop, $3.95. O-Cedar, Div. 
of American-Marietta Co., Chicago. 
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REVERE Ware 


Newest addition to the Revere 
Ware line is a whistling 6-cup tea 
kettle with a pushbutton spout con- 
trol for cool, comfortable pouring. 
In the Patriot Ware line there is a 
new family-size 4-qt. saucepot in 
stainless steel, which is heat-lined; 
black bakelite “sure-grip” handle and 
knob. 

Also a 3-qt. steamer inset for use 


REVERE SAUCEPOT NO. 4424 








with the 4- or 5-qt. saucepan. This 
utensil is ideal for steaming fresh or 
frozen vegetables. Finished in stain- 
less steel; doubles as a colander. 
Prices, tea kettle, $4.50; saucepot, 
$11.95; steamer, $5.50. Revere Cop- 
per & Brass, Inc., 230 Park Ave., 
New York 17. 


REVERE TEA KETTLE NO. 1121 
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FOLEY Measuring Sets 


Foley has introduced 3 new 
measuring products. They include a 
6-piece measuring cup set—4 frac- 
tional cups and a coffee measure of 
polished aluminum with long han- 
dles, flat bottoms and lips designed 
for easy pouring, and a matching 
hanging rack. A 2-cup measure is 
also introduced. Marked: with cup 
and ounce graduations, measure has 
a long scoop handle. 

A 4-spoon measuring set is also new. 
It includes tablespoon, teaspoon, 
14-teaspoon and 14-teaspoon, all on 
ring. Spoons, also of polished alumi- 
num, have long handles. 

Price: 6-piece set, No. 184, $1.98; 
2-cup measure, $.59; 4-spoon set, 
No. 183, $.59. Dept. KP, Foley Mfg. 
Co., Minneapolis 18, Minn. 























BISSELL Carpet Sweeper 


“The Champion” is finished in 
beige and chocolate brown with poly- 
vinyl bumpers. It has twin dust pans 
which open separately ; comes packed 
with a 3-piece sectional handle in an 
easy-carry-home carton. Bissell, Inc., 
Grand Rapids, Mich. 








You get MORE out of the line 


because there's MORE in it! 


More Profit... More Features... More Quality 





FINEST OF THE BIG--MODEL “21” COMBINATION 


LOOK FOR THE... 


BIG Difference! 


That’s right! We are different. Instead of 
taking quality and features out—we’ve put 
more of them in—but kept prices down. 
Our low overhead and streamlined distri- 
bution costs make the difference. 









*Trade mark registered 
Marshall-Wells Co. Licensor 


THE MARQUETTE CORPORATION 


Minneapolis 14, Minnesota 


Are you looking for a 
line that gives you 
MORE to offer your 
customers—yet your 
prices are kept low? 


SWITCH TO 





MARQUETTE - ZEWs7 47°: 
"PROTECTED-PROFITS” SELLING 



































GREATEST OF THE SMALL--MODEL “10” REFRIGERATOR 


CHEST FREEZERS  UPmenT FREEZERS 


Write or wire for full details—Marquette-Zenith Franchise Division e307 East Hennepin, Minneapolis 14, Minnesota FEderal 9-9121 
















COMBINATIONS REFRIGERATORS CONVENTIONAL AUTOMATIC 
WASHERS WASHERS AND OnvERS 
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IT TAKES MORE THAN A BIG WASH BASKET TO GET A 


i2-Ib load 


really clean! 


8 POUNDS 10 POUNDS 12 POUNDS 









MODEL WA-1050V 








20 per cent greater clothes capacity than previous models 
—possible only through a completely redesigned washer. 













Most 
1956 to 1960 
Washers 


Many Washers 
5 years old, 
or more 






And it gets clothes cleaner than ever before—made pos- 
sible by the great new basic improvements shown bclow. 


ATotally New Washing System! 


Here’s why General Electric washes a 12-Ib. load really clean! 
















- <4 NEW BASKET 


Not just a bigger wash basket—but a wash basket 
which has been completely redesigned—narrower, 
deeper, more efficient. 


NEW MOTOR P 


A more-powerful, heavy-duty motor which pro- 
duces the turnover necessary to get all the clothes 
in a 12-lb. load really clean. 


<¢ NEW ACTIVATOR 

New Spiral design gives 81 per cent more wash 
flexings than previous models—more effective 
clothes turnover. 


NEW ACTION P 


Activator stroke-rate increased from 70 to 100 
strokes per minute with shorter strokes for gentle, 
efficient cleaning action. 





General Electric Company, Appliance Park, Louisville 1, Ky. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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RMB Portable Transistorized 
Tape Recorder 


A new 2%%-lb. portable transistor 
tape recorder is announced. Said to 
play at full room volume with true- 
tone fidelity, it is a compact 814x6x- 
2%4-in. recording unit. 

. Fully transistorized, it operates 
on 2 ordinary flashlight batteries 
(14%v) plus a small 9v transistor 
battery. 

The unit has a built-in speaker 
and a sensitive crystal microphone; 
erases automatically, plays and re- 
winds. It also has a standard 3-in. 
reel, 150-ft. standard magnetic tape 
which can be used indefinitely and 
will “record everything and play 





anywhere.” 
Price, $34.95 including microphone, 
speaker, magnetic tape, take-up reel 
and a deluxe carrying case. Products 
of Progress, 247 Madison Ave., New 
York City. 








SONY Adds To 
Transistor Radios 


Three new transistor radios have 
been added to the Sony line. 
TR 624 may be used in office or home 
and is no larger than a flipup tele- 
phone directory. Cover pops up with 
touch of a fingertip and radio plays. 


Operates on 4 penlight batteries; 
available in colors. 

TRW 621, an automatic alarm watch 
radio, has a precision watch that can 
turn radio on and off automatically. 
Not much larger than a king-size 
cigarette package, it fits easily inside 
a pocket or purse; 9v battery oper- 
ates it anywhere. Also available in 
colors. 

TR 609 is a pocketable radio for home 
or outdoor use. Small in size and 
lightweight, it has a reflex circuit 
that provides super sensitivity. Uses 
standard penlight batteries that pro- 
vide hundreds of hours of use, it is 
claimed. Has a large knob for tun- 
ing; 4 colors, grey, coral, light grey 
and blue. 

Prices: TR 624, and TR 609, $39.95; 
TRW 621, $59.95. Sony Corp. of 
America, 514 Broadway, New York 
12. 





SONIC 1961 Phono Line 


The Sonic 1961 line has 9 models: 
4 portable phonos; 3 portable phono- 
radio combinations; 2 wood con- 
soles ; a phono-radio combination and 
a straight phono. 
Sonic Capri No. 310 has a heavy-duty 
4-speed motor; Alnico V_ speaker; 
turnover cartridge with dual sap- 
phire needles. 
Sonic Capri No. 315, 4-speed manual 
radio-phono in red, beige or charcoal 
plastic case, features 5-tube superhet 
radio; 4-speed motor; Alnico V 
speaker; turnover cartridge. 
No. 350, monophonic hi-fi 4-speed 
automatic record changer in modern 
2-tone case, features V-M 4-speed 
changer that intermixes 10- and 12- 
in. records, with turnover cartridge, 
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dual sapphire needles; full-range 
tone and volume controls. 

No. 360, 4-speed automatic with re- 
movable lid with extension speaker ; 
brown and white; V-M stereo 4-speed 
record changer, turnover cartridge, 
dual sapphire needles. Dual stereo 
hi-fi amplifiers 8w peak, 50 to 12,000 
cycles; 2-speaker system; separate 
volume controls for each channel. 
No. 365, monophonic hi-fi 4-speed 
automatic phono-radio combination 
in Star Blue or Brown with plastic 
front panel and accessible controls; 
5-tube superhet radio; V-M changer 
with turnover cartridge, dual sap- 
phire needles; full range tone and 
volume controls; amplifier with 5w 
peak output, 50 to 12,000 cycles. 
No. 370, deluxe stereo hi-fi, 4-speed 
automatic in black or tan pigskin 
with 8-speaker system in 2 extend- 
able wings (4-in. to 6-in. coax speak- 
ers); V-M stereo changer, turnover 
cartridge, dual sapphire needles ; dual 
stereo amplifier, 10w peak, negative 
feedback 50 to 15,000 cycles; sep- 
arate volume and tone controls. 

No. 375, deluxe stereo hi-fi 4-speed 
phono-radio combination; black or 
tan pigskin; superhet radio; 8-tube 
performance; 8-speaker system in 2 
extendable wings (4-in. to 6-in. coax 
speakers); V-M_ stereo changer, 
turnover cartridge; dual sapphire 
needles; dual stereo amplifiers, 10w 
peak; separate volume controls. 
No. 380, stereo hi-fi phono console in 
mahogany, walnut, blonde or fruit- 
wood, features 4-speaker system (2- 
in. to 8-in. coaxials); dual stereo 
hi-fi amplifiers, 10w peak; 50 to 
15,000 cycles; stereo V-M changer, 
turnover cartridge; dual sapphire 
needles; separate controls. 

Price, from $19.95, to $99.95. Sonic 
Industries, 19 Wilbur, Lynbrook, 
NF 
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MODEL EP40 


REVOLUTIONARY 
THE EMERSON 
IONATOR 










PURIFIES AND 
IONIZES AIR 


appliances filters the air by electrostatic precipitation of for- 
eign particles down to those less than 2 millionths of an inch 
in diameter ... and infuses the air with healthful negative 
ions that give greater energy. Priced at $100, here is a BIG 
untapped source of profits for you. Write, wire or phone 
Emerson for full details! 


4) FMETSEON sex: 0100 2%. 
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THE MOST TRUSTED NAME IR ELECTRONICS 


NEW COUNTER DISPLAY 
HELPS RCA BATTERIES SELL THEMSELVES 


This unique “Change Tray” Counter.Merchandiser leads the list of dealer 
promotional aids in RCA’s newest battery program. Here’s a battery display 
with real use value! Now, every time you return a customer’s change you’re 
automatically reminding him of his battery needs. 


Other new RCA sales Plus these special sales advantages 
stimulators include: of the RCA Line: 

*% Full-Line Battery Merchandiser % Wide choice of battery types: 

4 Outdoor Thermometer mercury, zinc-carbon, new alkaline! 


& Essential battery reference material %* Famous RCA reputation for quality 
& Full-Color “3-D” Window Display * Customer acceptance second to none 
* Streamer, Decal, Counter Card %& Selective dealer distribution 


Such solid support can pull in more 
The Most Trusted Name store traffic for you. It can help you 
i é @4 ; in Electronics sell more batteries in ’61 and develop 
tm additional business while doing so. 
6 RADIO CORPORATION OF AMERICA Your Authorized RCA Distributor 


ae’ . 
is the man to see! 





The Philip Boxruds’ kitchen is a shallow U, 
with the sink in the center, and the range 
at one end. The dishwasher was installed 

at the other end, close to the dining area. 
Refrigerator and built-in oven are a few 
steps away on the opposite wall. Food 
preparation is streamlined in this kitchen, 
with a minimum of motions and steps. 


Along one wall (below) between the fireplace 
and the refrigerator, space was made for a 
small well lighted desk and the telephone. 
The kitchen windows look out on the sunny 
flagstone patio (bottom) which is the family’s 
favorite eating place in summer. 




















Kitchen for entertaining 
---and nothing is too good for it! 


The Philip Boxruds, farm family of Watonwan 
County, Minnesota, built their new home, and 
deliberately planned the kitchen for entertaining. 

Farm family life centers in the kitchen. Farm 
people cook more, eat and entertain more at 
home than urban families, have more laundry — 
have a real need for every labor-saving appliance 
they can find. The Boxruds are among the more 
than 70,000 SUCCESSFUL FARMING families who 
have built new homes in the past three years; 
930,000 others repaired or remodeled their 
homes; and 310,000 put in additional wiring. 
These SF families are some of the best appliance 
customers in the country — and represent a huge 
replacement market in the years to come. 

Their ownership of both major and small 
appliances is well above the US average for 
wired homes. In the past 3 years, 7 out of 10 SF 
families bought one or more major appliances, 
washers, dryers, ironers, vacuum cleaners, sewing 
machines, water heaters, dishwashers, waste 
disposers, ranges, Ovens, or counter-top units, 
refrigerators and freezers. And 8 out of 10 SF 
families have bought small appliances. 

These SF families can afford appliances. Their 


Successful Farming 


holdings average more than 300 acres. They 
own more cars, trucks, tractors, combines and 
corn pickers than any similar size group of farm 
families in the world. They are volume producers 
of corn, wheat, field crops, beef and hogs. For 
the last decade, SF families’ average annual cash 
farm income has been about 70% above the 
national farm average. 

For fifty-nine years, SUCCESSFUL FARMING 
has been helping the country’s best farmers make 
and save more money, helping farm families live 
better. And has earned a degree of influence 
that is evident in the unusually high readership 
the magazine enjoys, in the exceptional reception 
and response that advertising gets in its pages. 

If you want bigger sales this year, put 
SUCCESSFUL FARMING to work for your line! 


12 State and Regional Editions 
can be bought in any combination, at cumulative rates 
—give advertisers opportunities to list outlets, feature 
local prices, support distributors and dealers, carry on 
localized or seasonal promotions; and test new products 
or models, prices, coupons, packages or copy. Any 
SF office can give you the details — and show you how 
these limited editions have been used advantageously 


by large and small advertisers. Ys 
\. Succescs 


Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, 
Detroit, Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. 
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FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





Latest 
Month 


107 


17.7 


308 


292 


29 


72.0 


92.8°* 


18.0+ 


358.1+ 


27.24 


64,452 





A QUICK CHECK OF BUSINESS TRENDS 


Preceding 
Month 


104 


18.0 


302 


288 


38 


725 


92.0°* 


18.34 


357.5+ 


29.2+ 


66,009 





Year 
Ago COMPARE 


64,020 


HOW THEY 


133 19.5% down* 
(Dec. 1960 vs. 
Dec. 1959) 


18.1 2.2% down 
(Jon. 1961 vs. 
Jon. 1960) 
333 7.5% down 
(Dec. 1960 vs. 
Dec. 1959) 


310 5.8% down 
(Dec. 1960 vs. 
Dec. 1959) 


31 6.4% down 
(Jan. 1961 vs. 
Jon. 1960) 


96.0 25.0% down 
(Jon. 1961 vs. 
Jon. 1960) 


146.0** | 36.4% down 


19.2+] 6.3% down 
(4th qtr. 1960 vs. 


4th qtr. 1959) 


342.44 4.6% up 
(4th qtr. 1960 vs. 
4th qtr. 1959) 
19.3% up 
(4th qtr. 1960 vs. 
4th qtr. 1959) 


0.7% up 
(Jon. 1961 vs. 
Jon. 1960) 


22.8+ 








*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally adjusted). 
**Figures are for week ending March 11, 1961, and preceding week (revised). 


+ Figures are for quarters. 


++ Federal Reserve Bulletin figures (revised). 





A QUICK CHECK OF INDUSTRY TRENDS 


An _ up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 
DISHWASHERS ............................ 
DRYERS, Clothes, Electric......... 


FOOD WASTE DISPOSERS 
FREReeee ........... 
PHONOGRAPH SHIPMENTS 
RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS ........................ 
RANGES, Electric, Standard 
Built-in........ 
RANGES, Gas, Standard 
re 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, 


Electric (Storage) 
WATER HEATERS, Gas (Storage) 





Jon. 
Jon. 
Jon. 
Jan. 
Jon. 
Jon. 
Dec.* 
12 Mos.* 
Week Mar. 
9 Weeks 
Dec.* 
12 Mos.* 
Week Mar. 
9 Weeks 
Dec.* 
12 Mos.* 
Jon. 
Jon. 
Jan. 
Jon. 
Jon. 
Jon. 
Jon. 
Jon. 
Jon. 


Jan. 


Jon. 


1961 
(Units) 


96,200 
40,800 
66,190 
36,968 
55,900 
58,100 
419,066 
4,523,385 
3 184,829 
1,690,673 
2,378,853 
10,705,128 
3 104,528 
915,209 
768,140 
5,945,045 
225,700 
71,100 
38,300 
91,600 
20,200 
242,515 
187,052 
41,867 
6,383 


52,500 


227,000 





1960 % 
(Units) Change 
67,200 +43.15 
37,200 + 9.68 
14177 —10.77 
37,426 ~ 2? 
51,800 + 7.92 
53,200} + 9.21 
562,318 —25.48 
4,303,617 + 5.11 
196,633 — 6.00 
1,765,456 — 4.24 
1,755,027 +35.55 
8,897,451 +20.32 
279,225 —62.56 
1,309,172 —30.09 
701,705 + 9.47 
5,748,676 + 3.42 
266,700 —15.37 
67,400) + 5.47 
46,100 —16.92 
110,900 —17.40 
22,600 —10.62 
258,330 ~ 422 
202,943 — 7.83 
51,622 —18.90 
13,964 —54.29 
62,700 —14.67 
215,500 + 5.34 











*39°° RADIO YOU CAN SELL FOR 


hl 


GRANCO 
DE LUXE 
FM-AM 
RADIO 
NOW 


$ 





} 






CONTACT YOUR GRANCO DISTRIBUTOR OR WRITE: 


ey Lon oe 


Division DUMONT EMERSON CORP., 680 Fifth Ave., N.Y.C. 
AMERICA’S LEADING SPECIALIST IN FM 














*1960 vs. 1959 


MARCH 20, 1961 








Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 

















moving each 
appliance 






Model No. 7 
Height 59” 
Weight 36 Ibs. 


APPLIANCE DOLLIES 





smooth runners 

on bac 

allow handlers to 
ease heavy loads on- 
off truck. 









ratchet fastener. 
Hand ratchet lever 
quickly draws heavy 
14 ft. web strap 
(encircling load) vise 
tight. 














step glide 

Endless twin rubber 
belts let you roll 
load over stair edges 
without -marring. 


save time ...save back-breaking work 


Made of tough, featherlight alumi- 
num alloy . . . heavily padded with 
felt in front to protect the most 
delicate finishes. *Curved cross mem- 
bers cradle curved appliances as 
well as square shapes. *Close mount- 
ed wheels pivot on-a-dime on stair 
landings and other close quarters. 
This, plus all the other time saving 
YEATS features, save up to a dol- 
lar’s labor handling each appliance 
... more than pay for the dolly in a 
month’s deliveries. Before you 
“manhandle”’ another appliance, see 
your YEATS dealer or write direct! 





APPLIANCE DOLLY 
SALES COMPANY 


2127 N 


12th STREET MILWAUKEE WISCONSIN 





moving ranges 
refrigerators, washers, 
hot water tanks, etc., 


* Suerlacl cover and Pavs 


YEATS semi-fitted covers are made of 

tough water repellent fabric with adjust- 

able web straps and soft, scratchless 

er liners. All shapes and sizes — 
rite, 














NOWHERE 
ELSE 


in the United States 
can you reach 


OUT OF 
10 


newspaper readers in 
a rich, million-plus 
metropolitan area 
with one newspaper 
at one low cost. 


ONLY IN 
an 
THE 


JOURNAL 


Only eight U.S. cities 
have a bigger daily pa- 





per than The Journal. 
And in none of these 
big markets can you 
get such complete one- 
Paper coverage. 

When picking big 
newspaper markets re- 
member the best buy in 
buy-lines... 


THE 
MILWAUKEE 
JOURNAL 


375,950 daily — 513,647 Sunday 


Member of Million Market Newspapers, inc. 
New York - Chicago Detroit 
Los Angeles San Francisco 


30 























TAKING STOCK 


Stocks of 55 key firms with 


A quick look at the way in which the 
in the industry behaved last week. This 


summary is another exclusive service for readers of EM WEEK. 









































































































































48 

| peel 
—6 Months | eee | 

* “1 —>~ Averages of the 55 Stocks 
Listed Below 
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Eo Ae 23 30 6 #13 2 27 6 13 20 27 3 «#10 7 2 30 | 8 
Stocks and Dividends 1960 Close Close Net 
In Dollars High Low | Mar. 6|Mar. 13 Change 

NEW YORK EXCHANGE 
Admiral 23% 10 13'/, 131 + 
American Motors 1.20 29'/n 16!/, 185%, 17/2 — I 
Arvin Ind. 1 27'/2 16% 25% 247%, —! 
Borg Warner 2 48!/, 31% 40%, 39%, — | 
Carrier 1.60 43!/, 27\/g 42\/, 43), + Y, 
CBS 1.40B 45), 345 38l/, 39 + ¥% 
Chrysler 1A 71% 37% 443, 42!/, — kh 
Decca Records 1.20 39%, 17% 3454 35%, + IY, 
Emerson Electric 1BXD 81%, 33 74 73% — % 
Emerson Radio .37T 22'/, 11, 13% 14!/, + 
Fedders 1B 22 155% 22 21% — \ 
General Dy. 1 53% 33, 42\/ 403% — I* 
General Elec. 2 997/, 6I'/, 69 68!/, — 4 
General Motors 2 55%, 40!/, 45%, 44!/, — 1% 
General Tel & El .76* 34!/, 24%, 27% 29% + 24, 
Hoffman Elec. 30'%, 15 20% 19% — I 
Hupp Corp. .25F 1314, 6% 9%, 10!/, + ¥% 
Magnavox 1 66l/, 31% 59%, 66!/, + 6l/, 
Maytag 2A 44//, 31 42% 42% ~ 
McGraw-Edison 1.40 45%, 28 40 38 —2 
Minn. M&M .60 88 79 BI, + 2, 
Montgomery Ward 1 55% 25'/2 33% 32! — Ii, 
Monarch .04 19% 11%, 16 15 — | 
Motor Wheel 1 234%, i 145% 17 + 2% 
Motorola 1 98 60!/, 89!/, 88!/, — I%, 
Murray Corp. 29'/g 245% 28% 30'/, + 1%, 
Norris-Thermador 22% 17, 18l/, isl, _ 
Philco 38'/, 16 21% 21%, — |i, 
RCA 1B 78% 46!/, 57/, 58%, + 
Raytheon 2.37T 53% 30!/, 37/g 36%, — ¥ 
Rheem 28%, 12 16% 16!/, — \% 
Ronson .60 17%, 9% 14!/, 17%, + 34 
Roper GD 24'/4 14 20 19V/, — % 
Schick 16% 7%, 12 13 +1 
Siegler Corp. .40B 43 23% 31% 30! — 1% 
Smith A. O. 1.60A 53% 29% 35%, 345% — 
Sunbeam 1.40A 64//, 47 491/, 48 —l% 
Welbilt .10E 7%, 4 41 5% + 
Westinghouse 1.20 65 405% 46% 45%, — %&% 
Whirlpool 1.40 34%, 22 32 31% — 
Zenith 1.60A 129% 89'/g 120! 116% — 3% 
AMERICAN EXCHANGE 
Casco Pd. .35E 101/, 6%, 10 10 _ 
Century Electric 9%, 5%, 7/g 8 + & 
lronrite .25T 10!/2 5, 64, 6l/g — % 
Lynch Corp. 87T 15 8\/, 10% 10! — % 
Muntz TV bl, 3, 4l/, 4!/2 > - We 
National Presto .60 21% 10% 197/, 20% + % 
Nat. Un. Elec. (Eureka) 3% 1% 2% 2% — 
Pentron 6l/, 2, 3% 3 — i 
Proctor-Silex 9%, 5, 5%, 6% + & 
Republic Trans. bi, 3% 5 6\/, + Il, 
Telectro Ind. 21% 7% 12 8 — 4 
MIDWEST EXCHANGE 
Knapp-Monarch — _ 544 Te + I, 
Trav-ler Radio — — 6%, 6%, _ 
Webcor — — 11% 12 + &% 














A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 





ANALYSIS: Although the overall 


market average dropped off, the em 
WEEK chart showed no change from 
the previous week. This was be- 
cause a few individual issues made 
marked gains over the week-long 
trading. Business news continued 
mixed: On the plus side were Feb- 
ruary retail sales increases and a 





decline in the numbers drawing un- 
employment compensation for the 
Same period. Steel, copper and 
unemployment, however, remained 
problems despite the general feel- 
ing that the business slump has hit 
bottom. One observer termed the 
current market “illogical.” Volume 
for the week again was up. 











INDEX TO ADVERTISERS 
MARCH 20, 1961 


Admiral Corp. 11-14 
Cc 
Chrysler Corp., Airtemp Div... 31 
Compactron Device 
Manufacturer oo... 2 
E 
Eastman Kodak Co... 15 
Emerson Corp... 27 
Frigidaire Div. of 
General Motors | 22 
G 
General Electric Co., 

Home Laundry RC 26 
Granco Products, Inc... 29 
Graybar Electric Co. 15 
deine Shoe SE SEE 19 
Marquette Corp... 25 
Maytag Co. Peli ea capes eaten 32 
Milwaukee Journal... 30 
Minneapolis-Honeywell 

Regulator Co. Pied Us ostiuc soles 18 

R 
Radio Corporation of America... 9 
RCA Electron Tube Div. ae 
Reader's Digest Association yc, 
Regina Corp. a pian cece ae 


Successful Farming, 
Meredith Publishing Co... 28 
Sylvania Electric Products, Inc... 23 


w 
Westinghouse Electric Corp. 
Room Air Conditioners __ .. 20 


Y 
Yeats Appliance Dolly Sales Co. 29 


This index is published as a service. Every care 
is taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK no responsi. 
bility for errors or omissions, 











CASWELL SPEARE PUBLISHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 


search; Peter Hughes, Production 
Manager: Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Warren S. Ackerman, 
Rudy Bauser, Sanford Wiedenmayer 
(HGDB), 500 Fifth Avenue, N.Y. 36, 
N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Robert J. Scannell, Edward 
J. Brennan, Bruce Tepaske (HGDB), 
520 N. Michigan Ave., Chicago 11, Ill., 
MO. +-5800. 


DALLAS: John Grant, 
Bidg., Dallas 1, Tex., 


HOUSTON: Joe Page, 
dential Bidg., Houston 
6-1281. 


901 Vaughn 
Ri. 7-5117. 


W-724 Pru- 
25, Yex., JA; 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: 
mody, 68 Post St., 
Cal., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 


Thomas H. Car- 
San Francisco 4, 
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ONLY ROOM AIR CONDITIONER 
YOU DON'T HAVE TO REMOVE 
QR COVER IN WINTER! 


> HRYSLER 


AIRTEMP 

























IN 
SUMMER 
IT’S OPEN 


The exclusive Decorator 
Front lifts up and out, 
exposing the return air 
grille; the air discharge 
door is open, to let in 
refreshing cool air. 


IN 
WINTER 
IT’S CLOSED 


The Decorator Front 
snaps down; the air dis- 
charge door is closed. 
The Imperial is weath- 
er-sealed. Elapsed 
time: Two seconds! 


Here’s why ’61 is the Profit Year for ~ 
Chrysler Room Air Conditioner Dealers 


MARCH 20, 1961 


CHRYSLER HAS 
THE FEATURES! 


Can you top these: Exclusive Weather 
Seal. Exclusive reversible Decorator 
Front. Exclusive Air Door that de- 
livers cool air 50% farther with 46% 
less noise. New Universal Mounting 
Kit for two complete lines. Perma- 
nent, washable, germicidal filter. And 
dozens more. Call your Chrysler 
Distributor for the full story. 








CHRYSLER HAS 
THE LINE! 


Can you top the range: Units from 
6,000 to 28,000 BTUH. Slim, trim 
units for conventional windows . 
18 models, many with reverse cycle 
and supplemental heating. Special 
casement units that install in two 
minutes . . . without removing or 
altering window frame or pane. Plus 
complete line of built-ins. 










Chrysler Corporation, Airtemp Division, Dept. BH-31B, Dayton 4, Ohio 


CHRYSLER HAS 
THE INCENTIVE! 


Can you top the trip: A fabulous 
vacation cruise aboard the majestic 
M/S Bianca C .. . all expenses paid. 
A very modest order gets you and 
your wife aboard as the ship follows 
the sun to the fun ports of the sunny 
Caribbean . . . Nassau, Kingston, 
Port-au-Prince. Don’t miss out! Call 
your Chrysler Distributor today! 















The complaint 
we didn’t feel 
was quite justified 


“Dear Mr. Maytag,” the letter read, and then the 


customer went on to complain. 








First, her washer, reputed to be so dependable, 











had actually stopped working. Second, it took four /, —— J 








days to get a part from the factory. And third, her : @ Pr 





Maytag dealer had the nerve to charge her for the part. , | 
} 


A complaint like this naturally calls for imme- : , 


diate and thorough investigation. When we completed 











it, we found that this complaint wasn’t quite justified. q 


We wrote the lady as tactfully as we could, tell- 


ing her we were sorry to have to charge for the part 2. beau 


but we thought that she should pay it. We felt justified 


in charging her since the washer in question was 30 IVI A 7 i AG 


years old. The Maytag Company, Newton, Iowa. The dependable automatics 
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